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Join Americas 
Smartest Merchandisers 


AND WIN SALES LEADERSHIP WITH 





SPIRAL DASHER 
WASHERS 


@ Smart merchandisers are quick to sense smart merchandise. 
That's why Apex Spiral Dasher Washers have been accepted so 
readily by America’s largest and most successful merchandisers. 
Never before has an Apex product met with such instantaneous ap- 
proval among both large and small dealers in every section of the 
country. Wherever washers are sold, the spotlight is now on Apex! 


APEX SPIRAL DASHER WASHES 
1%, FASTER! % CLEANER! 


Women want faster, cleaner washers. And the patented Apex 
Spiral Dasher is the fastest, cleanest washer on the market. Apex 
sales promotion material is proving these facts... convincing 
washer prospects of Apex superiority and winning new customers 
for Apex dealers everywhere. 


IT’S YOUR SALES OPPORTUNITY 


If you want to win washer leadership in your town—then you want 
the Apex Spiral Dasher Washer Line. Write for particulars today. 





APEX ROTAREX CORP. 
Cleveland, Ohio 
Subsidiary of THE APEX 
ELECTRICAL MFG. COMPANY 


In Canada: 
CANADIAN RADIO CORP., LTD., Toronto, Ont. 
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Washer Week 


IGGEST news of the month is 

the success of National Washer 

and Ironer Week. This event 
is estimated to have sold some sixty 
thousand washers, which would be a 
notable accomplishment in any year, 
and in this off-year of 1938, marks it 
as the most successful single activity 
of its kind ever carried out in the ap- 
pliance field. 

There have been other weeks and 
months set aside for industry promo- 
tions, but National Washer and Ironer 
Week tops them all. 

October reports by the washer man- 
ufacturers will, of course, not be avail- 
able for another month. September 
reports now at hand, show a steady 
improvement in washer production. 
Electric washer sales as reported by 
the manufacturers are 114,818, at an 
average retail price of $70.47. This is 
a decline of only 11.63 per cent from 
September 1937, which compares more 
than favorably with the nine months’ 
figure. For nine months, the decline 
in washer sales from a year ago was 
36.99 per cent. 

A significant increase in the sales 
of washers retailing below $40 is to be 
noted. For September washer ship- 
ments in this classification were 43.42 
per cent above September 1937. The 
average retail price in this classifica- 
tion has shifted slightly higher for 
September 1938, showing the average 
retail sales at $36.60 as compared to 
$34.70 the preceding year. 

Also of significance is the shift in 
the top classification ; 30.33 per cent of 
the sales in 1938 averaged at retail, 
$105.74. The preceding year showed 
36.47 per cent retailing at $97.76. 

Gas engine washer sales for the 
month are about at the same rate as 
for the total nine month period. In 
light of the improved condition in farm 
purchasing power, the decline in gas 
engine washer sales is greater than 
it should be. This is an extremely 
fertile and profitable market, especially 
for dealers in small towns. The prom- 
ise of rural electrification is still in 
great measure unfulfilled, and at best 
can be accomplished only very slowly 
and over a long period of years. In 
the meantime this large market for 
gas powered washing machines offers 
a first rate opportunity for those deal- 
ers who will cultivate it. 
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Figures 


OT all other appliances show as 

favorable figures relative to the 
same month in the preceding year as 
washers. lIroners are off 40.97 per 
cent for September, which is not very 
much of an improvement over the nine 
months’ percentage of loss which is 
44.08 per cent. 

Vacuum cleaners are off 28.07 per 
cent for September; and the nine 
months’ loss is 27.34 per cent. 

Ranges continue to show about the 
same percentage of loss month after 
month. August picked up a little, 
but September shows a loss of 35.1 
per cent from the preceding year. The 
nine months’ loss was 36.7 per cent. 

This represents the sale of a little 
over 200,000 ranges for the nine 
months of this year, which in spite of 
the unfavorable comparison with the 
year before, is still a. good showing. 

The electric range is now and con- 
tinues increasingly to be one of the 
major appliance sales opportunities. 
The gas range producers and the gas 
industry look with something like con- 
sternation at the growth of the electric 
range. Their certified performance 
program is a clear indication of the 
concern that they feel, and while they 
have made considerable improvement 
in the gas range, it is still far behind 
the electric range in the features that 
appeal to the buyer and user. 

The Electric Institute at Washing- 
ton has made a comparison between 
certified performance gas range and the 
electric range which effectively dis- 
poses of the claims that are made for 
these new gas ranges. We are glad to 
be able to print this comparison which 
appears in pages 9, 10 and 11 of this 
issue of Electrial Merchandising. 


Consumer Credit 


HE most vital index of appliance 
sales opportunity exists in the fig- 
ures on the resumption of employ- 
ment. When General Motors puts 
35,000 people back to work and when 
other large industrial units follow, it 
means that great areas of productive 
sales opportunity are offered to the 
appliance business. The enormous 
purchasing power released is bound 
to have its reflection in increased ap- 
pliance sales. 
A most favorable factor in this 


Merchandising Month 





SALES BY INDEPENDENT STORES 
(As Reported to Department of Commerce) 


Retail Sales 
(Furn. & Hshid. Appliances) 
Sept. 1938 Sept. 1938 


vs. vs. 
Aug. 1938 Sept. 1937 


Middle Atlantic 
(1 state). —0.8%  —24.9% 
Pennsylvania ... — 0.8 —24.9 


East North Central 
(4 states)... + 4.6 —21.3 








Illinois ....... +165 —13.9 
Indiana . + 8.8 —21.7 
Ohio . — 13 —24.6 
Wisconsin ... + 4.2 —15.4 
West North Central 
(4 states)... + 3.5 — 99 
lowa : — 4.2 — 5.8 
Kansas — 63 —17.1 
Missouri . + 9.0 — 8.5 
Nebraska . + 8.7 —16.1 
South 
(7 states). — 0.6 — 8.9 
Florida + 53 —19.5 
Georgia .. —14.2 + 0.8 
South Carolina. + 9.9 —13.8 
Alabama + 59 —11.0 
Arkansas . + 5.9 — 9.2 
Oklahoma ..... + 4.8 —15.1 
Texas ......... — 2.0 — 63 
Mountain 
(5 states). — 0.9 —20.5 
Arizona ....... +10.0 —37.1 
Colorado . — 97 —16.4 
Mentana...... + 8.5 —23.0 
New Mexico. —15.6 —13.4 
Le — 0.6 —20.7 
Pacific 
(3 states) — 7.7 —16.9 
California .. —10.5 —16.4 
Oregon ....... — 0.8 —14.! 
Washington ... +12.6 —21.6 
Total ....... — 18 —17.2 
Four Cities 
Chicago ...... +16.0 —12.7 
Los Angeles... — 8.9 —17.2 
. tee...2. + 6.7 — 9.2 
San Francisco... —21.0 —24.5 





connection is that consumer credit is 
in such a healthy condition. Finance 
companies report that their «accounts 
are cleaner and in better shape than 
for a. number of years. Reverts have 
been cleaned up and digested; pay- 
ments are in good shape; delinquencies 
are low; credit conditions are favor- 
able for a wide resumption of install- 
ment buying as employment and in- 
comes continue to inctease. 
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WITH 3 SPEEDS...3 HEATS 


‘Tc fritat Selig 


© NEW 1939 EASY-matic IRONER 











© NEW SPECIALLY DESIGNED EASY 


- 








HEN you sell Ironers you sell COMFORT 

—relief to tired arms, aching backs, 
worn feet. You sell the NEW IDEA of sitting 
down to iron! 


That’s why comrort’s the selling theme for 
the spectacular new EASY-matic Ironer. And 
once you’ve shouted the news about its sensa- 
tional exclusive features—every customer in 
your territory will want to see it. For it’s the 
only ironer of its kind on the market—the 
only one with 3 speeds—and EASY’S famous 
“BEGINNER’S” (low) Speed. 


“‘BEGINNER’S” Speed brings 
the biggest plus value ever offered 
in any ironer at any price—for it’s 
an EASY feature that makes pur- 
chasers of women who’ve never 
before tried a home ironer. This 
new EASY removes the last legiti- 
mate reason why any woman 
should not have her own home 
ironer. Now—with EASY’S 3- 
Speed feature, even novices can 
turn out beautifully finished work 
the very first time they try! 


To emphasize its many COMFORT 
features, EASY now makes a lim- 
ited introductory offer of a spe- 
cially designed Ironer Chair in 
combination with the new EASY- 


IRONER CHAIR af no extra cost! 


matic Ironer. Here is a NATURAL promotional 
idea. For this new EASY Chair is designed 
with the Ironer user’s COMFORT foremost in 
mind. The chair is the CORRECT HEIGHT 
for comfortable ironing. The back rest is prop- 
erly LOCATED to give scientific support and 
correct posture. The seat is FORMED for 
greatest comfort, and the modern chromium 
legs are springy and RESILIENT for maxi- 
mum ease. 


A “‘NATURAL” TO DEMONSTRATE 


You’ve never seen an ironer so naturally suited 
to demonstration as the New EASY-matic. It 
offers everything customers want—utility, 
beauty, efficiency. Its many automatic fea- 
tures encourage women to try it—the first 
step towards a sale—and an EASY demonstra- 
tion usually means a sale. 

So, if you’re interested in this great big new 
market, display the EASY-matic in your win- 
dows—on your floor. Feature ““BEGINNER’S” 
Speed, too. 

Demonstrate it to every customer and pros- 
pect. EASY sells itself. And don’t overlook the 
many comparative features listed on the oppo- 
site page—every one easy to demonstrate— 
every one a sales help. Make the EASY-matic 
the spark plug of your sales drive. Get every 
dollar of EASY profit out of your big EASY 
market—RIGHT AWAY! 
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3 CLOTHES RACK. 4 chromium rods, 
lets operator ‘‘keep her seat”—-no 
jumping up—no stacking of fin- 
ished pieces. 


| 3-WAY THERMOSTATIC HEAT CON- 
TROL—the right temperature for 
each type fabric. 


2 ADJUSTABLE KNEE CONTROL fits 
every customer—permits use of 
both hands for ironing. 


4 CLOTHES- ADJUSTMENT SHELF keeps 
damp clothes off lap—208 sq. in. 
of extra space for folding garments. 


JISING 
ELECTRICAL MERCHANDISING—NOVEMBER, 1938 





5 FOLDING TABLE TOP, a convenient 
utility table when ironer is not in 
use. 


ROLL STOP—a simple touch of a 
lever stops the roll, another touch 
starts it again. 














7 SHOE RELEASE that throws shoe 


back to permit slipping dresses and 
other tubular garmentsaround roll. 


TRIPLE-LAYER FINISH—(1) Bonderite 
rustproofing process, (2) tough 
baked primer, (3) high-gloss baked 
EASY-namel finish. 
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least expect any special inducements. 


Maybe we're CRAZY 









@ Maybe we are crazy to offer a double-header deal 
like this—with our factories already running 
night and day to keep up with demand—with you 
dealers coming into the selling season when you 


Crazy or not, gentlemen, this double-header 


1 MIR-O-LITE FREE 


with each order of 3 Remington Close-Shavers! 


A 37%% discount allows a sizable profit in any man’s market. 
But that isn’t all! In addition you get a fast-selling $7.95 Mir-O- 
Lite for nothing! Its non-glare light is the answer to a shaver’s 
prayer. It appeals to all women. It beckons buyers! It’s yours free, 
to sell at 100% profit! A sure-selling sensation: Shadow-free light 
from 60-watt bulb... Outlet for Remington Close-Shaver ... 
Utility drawer ... Seven-foot cord set... New push-type switch 
..- Adjustable oversized French ground mirror .. . Silver finish 
. . . Guaranteed all-metal construction . .. Weighs 7 lbs. 


QUANTITY UNLIMITED ...TIME LIMITED... OFFER EXPIRES NOV. 30 


REMINGTON CADET 


1 PORTABLE TYPEWRITER FREE 


with each order of 6 Remington Close-Shavers! 


A real Remington! Popularly priced, made by the world’s largest 
manufacturer of portable typewriters. Put this grand gift on dis- 
play and it will be off and out before it has gathered a day’s dust. 
Complete with carrying case. Sells itself at $22.45. And you get 
it free! Never before has there been a typewriter at so low a cost 
with all these features: Prints capitals and small letters... Prints 
punctuation and numerals... Four-row keyboard like big office 
models... Type guide for true alignment up, down and across 
... Ribbon reverse... Handsome leather-grain carrying case. 


QUANTITY UNLIMITED ...TIME LIMITED... OFFER EXPIRES NOV. 30 





manufacturer of electric shavers. Shavers that 
are heavily advertised in the country’s leading 
national magazines. Shavers that are backed 
with a more-than-generous cooperative adver- 
tising and dealer-help plan. 


Yes, gentlemen, maybe we’re crazy for offering 





























deal stands! And when you declare yourself in, 
you’re on your way to real profits. You'll have 
shavers that will sell as fast as they will shave. 
Shavers that are made by the world’s largest 


such an attractive double-header deal. But, 
honestly, we think you’re crazy if you don’t get 
in on it this very day! General Shaver Division of 
Remington Rand Inc., Bridgeport, Conn. 





IRS @ SERVED... 
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YOU SELL THE 3 SHAVERS FoR $4725 


YOU SELL THE MIR-O-LITE FoR 795 
—_————<<_ 


YOU TAKE IN... . $5520 
THE 3 SHAVERS CosT You 2953 


Youn profi! $25 67 


87% MARKUP... 
46% PROFIT ON SALES! 


poor 


YOU SELL THE 6 SHAVERS For $9450 





YOU SELL THE TYPEWRITER FOR 2245 
ee * 


YOU TAKE IN... . $11695 
THE 6 SHAVERS Cost You 5670 


Your profi 56025 


106% MARKUP... | 
51% PROFIT ON SALES! 2 





ALL DRESSED UP AND GOING PLACES 


@ The Remington Close-Shaver woman i 
eye-appeal in time for apr necont pie ~~ i 
new box of satiny silver heapecrgee ae 
aristocratic coat of arms in red. va s tgs 
age that lends — reign : i cee 
pearing yng eon itself lies in a 
cauuaean lizard - grain finish cored 
um trimmed. In design, “i pepe ono “ 
nd in eyea My 
ee is the outstanding achieve- 
ment of the electric shaver industry. 


Here’s how it works: Cr ------..__ om 


MAIL THIS To YOUR DISTRIBUTOR TODAY! 
READ CAREFULLY. . - Order i i 


in units of deals... not shavers. You may order, 
as many deals as you wish ...up to the €xPiration date 
1938. Orders will be filled in o i 


of November 30, 
rder of receipt. 
Please ship me at once 


| 
j 
5 E.M. 11.’38 
1 om 6. « each 
S 2 Typewriters Free j 
I 


























1. 40% on 12 Shavers plus 4 Mir-0-Lites Free 
2. 40% on 12 Shavers plu 


& of 3 Remington Close- 
Shavers and 1 Free Mir-o-lite. 
3. 40% on the first 6 “ee Plus 2 Mir-0-Lites Free 


one... . each deal consis 
an 
40% on the Second 6 Shavers plus 1 Typewriter Free 


ting of 6 Remington Close- 
d 1 Free Remingto 


n Cadet Portable Typewriter. 
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3 Niekels 


Central Hudson Gas & Electric make 


it possible for low-income customers 


to have electric kitchens... 


HERE’S an old 
effect that 
Scotchman, 


story to the 
when a certain 
Sandy McTavish, 
went over to visit his neighbor, An- 
gus McPherson, he 
upset when, during the course of the 


was considerably 
evening, his host handed a quarter to 
his young son and told him to put it in 
his bank. 
“Whoosh! 
“You'll be 


" money. 


Angus”, Sandy, 


such 


says 
spoiling the lad wi’ 


sums 


A penny or no more 
than a nickel would be plenty. For 
shame to be chuckin’ money aboot like 
that.” 

“Aye”, says Angus when the young 
hopeful was out of earshot, “it does 
look careless like but—” his 
dropped to a 
thinks that the 
it’s goin’ to good pur-rpose.” 


voice 
bairn 


gas-meter is a bank so 


whisper—‘“the 


The truth in this particular jest is 
being amply demonstrated today. Up 
in Poughkeepsie, N. Y., a_ stone’s- 
from Franklin D. Roosevelt’s 
Hyde Park home in Dutchess County, 


throw 
thousands of people are clicking one, 
two and three nickels a day into elec- 
tric meters with more certainty that 
the money is being “saved” than An- 


rus’ innocent offspring could have 
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wildly hoped. 


This phenomenon is a 
ritual of one of the most successful, 
if unusual, approaches to the low-in- 
come, mass market for electrical ap- 
pliances in operation in the country 
today. It is the specific plan of Harris 
E. Dexter, general sales manager of 
the Central Hudson Gas & Electric 
Company, which operates in a score 
of little towns on the upper reaches of 
the Hudson’ River—including, of 
course, fairly big ones like 
Poughkeepsie, Newburgh, Hudson, and 
Rhinebeck. 

Nubbin of the plan which parks 
theory outside the door, is to look at 
the problem of domestic electrifica- 
tion from the customer’s point of view 
rather than that of the power com- 
pany. When Austin Monty of the 
Philadelphia Electric Company said 
in these pages recently that the util- 
j approach should be from the 
standpoint of what the customer wants 
to buy rather than what the utility 
would like to sell her, he was express- 
ing the essence of Central Hudson’s 
laboratory experiment in doing that 
very thing. The average annual in- 
come of the customers served by Cen- 
tral Hudson is between $700 and $800 


some 


ity’s 








Putting one, two or three nickels a day into a meter attached to the 

electric refrigerator has become a ritual with thousands of Central 

Hudson customers who are enjoying the benefits of electricity on 
limited incomes. 


a year; other sections of the country 
have incomes as low and even lower. 
They may be field or orchard hands 
working two days a week for 40 
cents an hour; they may be part-time 
workers in any of the varied little in- 
dustries that make up the section. But 
they are still people and they would 
not even count themselves among that 
“one-third of the nation that is ill- 
clad, ill-housed and ill-fed”. 

It is to the daily requirements of 
these people, despite their low income, 
that the power company addresses its 
service and its dealer’s selling efforts. 
They have to eat which means that 
they require some form of cooking 
apparatus; they have to have some 
place to keep food in a good state of 
preservation ; and they need a little hot 
water (not a great deal) for purposes 
of dishwashing, bathing and house- 
cleaning. Customers in higher income 





brackets can satisfy these fairly primi- 
tive wants without much trouble. They 
buy electric ranges, electric refrigera- 
tors and electric water heaters. The 
company, offering both gas and electric 
service, has relatively high saturation 
in both classes of goods. But the cus- 
tomer in the low-income bracket has 
to have one or all of three things: 
low price, long terms and some easy 
method of payment. 





The home above is typical of many 


rural and semi-rural customers of 
Central Hudson. At top righi is 
the kitchen of this particular home. 


CENTRAL HUDSON'S DEXTER 


“Families have to eat which means 
cooking and preserving the food; 
and they need some hot water for 
dishwashing and other purposes. We 
are providing them with the equip- 
ment for these basic needs.’ 
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Central Hudson’s Solution 


To begin with, the company offers 
all three—of which more later. For a 
moderate price they provide the cus- 
tomer with the devices to supply hot 
Water service, cooking and refrigera- 
ton. The customer may buy these 
appliances on time payments running 
as long as five years. And the cus- 
‘omer is given the privilege of pay- 


«“} 
" “=” ~ &, 
"<p> oo . oes ee <> 
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By Laurence Wray 
















And here is the low income customer's electric kitchen: a |'/2 gallon, non-pressure, water heater; a small refrigerator and 
an electric roaster (called electric ovens in Central Hudson territory). Two-burner hot-plates are now being combined with 
the roaster on a single stand to provide complete cooking facilities. 


ing for them by the simple method 
of putting three nickels a day into a 
meter. Outside of the refrigerator 
which is the conventional, low-priced, 
small capacity box, the cooking and 
water-heating devices strike off into 
new fields. For cooking purposes, an 
electric roaster, with stand and a two- 
burner hotplate to fit on the same 
stand gives the customer electric cook- 
ery at about $35; for water heating, 
a 14 gallon, non-pressure water heater 
of the kitchen sink type which has 
been popular in Europe for years, pro- 
vides all the water necessary for dish- 
washing and even weekly baths. Yes, 
the Saturday night bath is still the 
pattern in rural areas. Dealers sell 
the water heater (Hynes & Cox) for 
$22.50. 

What these $700 to $800 a year 
customers have then is virtually an 
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electric kitchen (and are they proud 
of it!) which while it may not have 
streamlined cabinets and chromium 
chairs is none the less electric for that. 
And the important thing to remember 
is that these appliances, relatively sim- 
ple and inexpensive, represent a de- 
gree of luxury to those families which 
their own testimonials do ample jus- 
tice to. Take a look at some of the 
pictures of these kitchens shown on 
these pages. They speak louder than 
words. 

Well, it might be said that this was 
all theory, too. The only test as to 
whether a condition is being met is 
in the manner and the numbers to 
which the customers take to it. Some 
figures, then: 

With electric refrigerator sales na- 
tionally off about 43 per cent for the 
year 1938, Central Hudson dealer’s 


sales are running ahead of last year. 
In other words, about half of the re- 
frigerators sold in the Central Hud- 
son territory are metered—that is, 
they are sold to this low-income group 
of families. Electric range sales are 
up, too: the 62,000 domestic electric 
customers of Central Hudson bought 
700 electric ranges so far this year and 
the saturation of electric ranges is 
now close to 25 per cent. About 600 
of the 14 gallon size kitchen sink 
electric water heaters have been sold 
so far this year—bought mostly by 
customers who would ordinarily be 
reckoned as being outside the water 
heater market. And roasters: there 
are now about 3,000 electric roasters 
on the lines of Central Hudson and 
2,000 of them have been sold this year. 
Represented in kilowatt-hours, these 
minimum bill customers have been 
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pushed up from two to four kw.-hrs. 

month, 35 kw.-hrs. representing the 
The average per system resi- 
customer running to 920 a 


median. 
dential 
year. 

No appliances are sold by Central 
Hudson; they retired from direct ap- 
pliance merchandising several years 
ago to promote sales through a strong 
group of dealers with whom they co- 
operate to the fullest extent. This 
includes buying and warehousing ap- 
pliances in quantities which the dealer 
can then obtain from them by paying 
the manufacturer; financing the ma- 
jority of appliance sales in the area 
for the dealer: 
promotional men working in the inter- 
ests of the dealer in locating prospects, 
helping close sales, etc.; and carrying 
on a regular, sustained advertising, 
window display and promotional serv- 
ice for the dealers. 

The financing plan which has been 
in effect successfully for many years 
is especially interesting. It has been 
described in before but 
for the purposes of this article is here 
repeated : 

When the dealer sells a refrigerator 
or range to a 


maintaining a staff of 


these 


pages 


customer, he adds to 
the cash price of the appliance one- 


half of one per cent per month on the 
monthly remaining payments (6 per 
cent simple interest on the unpaid bal- 


He also adds $1.90 
plus 18 cents a month billing charge. 
When the contract is 
signed, the dealer submits it to Cen- 
tral Hudson for credit checking. If 
the credit of the customer appears to 
be satisfactory, Central Hudson sends 
the dealer a check for 95 per cent of 
the cash value of the appliance. The 
remaining 5 per cent is set up in a 
special reserve fund by Central Hud- 
son to cover The dealer is 
held for full recourse for the first 


ance per month) 


customer's 


losses. 





Every electric roaster (or “oven") sale in Central 
Hudson territory must have accompanying stand to 


insure continued use. 
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Here is another typical low- 
income installation. 


twelve months of the paper which, in 
the case of major appliances, may run 
to 60 months, but after the 12-month 
period Central Hudson take the re- 
sponsibility for all returns and losses. 

Central Hudson themselves finance 
their paper through a finance corpora- 
tion on a basis of full recourse. When 
the finance company buys installment 
paper from Central Hudson, it pays 
the full cash value of the appliance, 
plus $1.90, plus 18 cents a month bill- 
ing charge—a service which Central 
Hudson perform. 

Up to the present time, Central 
Hudson have more than taken care of 
all their losses through the operation 
of the five per cent reserve fund. 
\nd some notion as to the scope of the 
plan is afforded when it is known that 
approximately $1,500,000 of dealer 
paper is outstanding at this time. 


The Company Promotes, Too 


A regular staff of 14 men promote 
electrical appliance sales throughout 
Central Hudson territory. They are 
paid $75 a month and given special 
bonuses on appliances scheduled for 
some special promotion at different 
times of the year. On this basis their 
earnings run to about $3,000 a year. 
These promotional men secure orders 
for the dealer—orders which are de- 
livered to the dealer either by choice 
of the customer or in rotation should 
the customer have no particular pref- 
erence as to which dealer got the 
business. Campaigns on specific ap- 
pliances are scheduled by the company 
and then sold to the dealer in special 
meetings. Advertising run in connec- 
tion with these campaigns is shown 
dealers a month in advance. 


Low Income Groups, Again 


The approach to the 28,000 custom- 
ers of Central Hudson who comprise 








the lower income group in the 62,000 
total residential customers, is operated 
on much the same basis—that is, 
through the regular dealer selling or- 
ganization, supplemented by the com- 
pany promotional men’s activities. The 
only difference actually, lies in the 
special efforts Central Hudson has 
made to develop ways and means of 
making it possible for them to enjoy 
the same services and benefits of elec- 
tricity their more fortunate neighbors 
possess. Nor may it be overlooked 
that these low-income families, once 
brought within a reasonable scope in 
the consumption scale, cease to be an 
economic drag. It is in this group 
that the large majority of minimum 
use customers are found. 

In order to effect this approach a 
number of ingenious solutions were 
found. The well-known roaster; for 
instance, ceases being a minor appli- 
ance and, especially with the addition 
of a two-burner hotplate, becomes a 
major cooking device. For that rea- 
son, in Central Hudson territory, a 
little smart psychology has been de- 
vised: electric roasters are known 
everywhere as “electric ovens” which 
in truth, is what they are. 

“To me, the name “roaster” has 
always been a misnomer”, Mr. Dexter 
said. “Here we have an extraordi- 
narily efficient cooking device which 
broils, bakes, roasts, fries and per- 
forms a dozen operations not covered 
by the name “roaster”. All we had to 
do was call it an oven and the people 
got the idea immediately. Our ex- 
periences, incidentally, in adapting the 
oven to do a full cooking job in place 
of the full-size electric range brought 
out some curious things. We found, 
for instance, that in a survey of 250 
people out of 500 who had bought elec- 
tric ovens in an early campaign, that 
15 per cent of them were not being 


Central Hudson is now developing an electric oven 
stand which has a lower shelf to accommodate a two- 
burner hotplate. Consumer acceptance of the roaster 


has been complete in the territory. 





used. Not, we found, because the 
roaster or oven would not do the work 
but because we had neglected to supply 
a stand with it. Once an oven is py 
on a shelf, either too high or too loy 
for the housewife to conveniently 
reach, you are practically taking the 
appliance out of use. Now, every 
electric oven sold in the territory has 
a stand to go with it. For that matter 
we are designing a new stand tha 
will hold the oven and a two burner 
unit for boiling water at the sam 
time. 

“On our recommendation, one or 
two other minor changes have been 
made. Roasters or ovens were not 
quite wide enough to take a full-size 
pie plate, for instance, and pie-baking 
is still tops in this country. Nor were 
they quite deep enough to hold Mason 
jars in preserving. With those thing; 
remedied, the electric oven will per- 
form the same cooking operations as a 
regular full-size range oven.” 

Similarly ingenious was the ap- 
proach to the low-income water heater 
market. Rural folk accustomed to 
heating water by wood, or even on an 
electric range surface unit, required 
hot water chiefly for dishwashing. The 
non-pressure, 14 gallon kitchen sink 
type heater answered this need per- 
fectly. With the thermostat set at 160 
degrees, the heater is plugged into the 
regular meter. Any size unit may be 
installed from 500 to 1,250 watts. 
Some of the customers buying the 
water heater installed it themselves 
Others paid $2 or $3 to have it put 
in. In many cases, customers have 
put the small water heaters in where 
they already had some form of water 
heating such as Philgas. Main aé- 
vantages, users claimed was economy 
of operation, ease of installation, 
thermostatic automatic operation, no 
piping losses and the fact that it 
heated so quickly that by the time its 
hot water capacitiy had been used, 
another batch was ready. Certainly, 
the people in the Central Hudson ter- 
ritory swear by it if their own writ- 
ten testimonials may be taken as any 
criteria. 

For instance: 

“... I think that the $22 we spent 
for this heater is the best $22 invest- 
ment we ever made. It gives us enough 
hot water for anything I want to use 
it for. The bathroom is on the first 
floor and so I can empty the tank of 
hot water and then add cold and that 
is usually enough to bathe the chil- 
dren. If we want more water than 
that it is only a few minutes after | 
get the tub ready that there is another 
tank full to use. The water is so hot 
that you can use quite a lot of cold 
water with it. . .” 

“, .. We only used the heater 4 
little over a month and then replaced 
it with a 30-gallon heater. They are 
good little heaters for a small family 
or one that does not use as much hot 
water as we do.. .” 

“.. I have never been sorry that 
I put it in. I endorse it very heartily. 
It is cheaper than kerosene oil and 
there isn’t all that watching and wait 
ing for the kettle to boil. . .” 


(Please turn to page 57) 
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OOKING COMPARISONS 





Electric range distributors and dealers gather at the Electric Institute to hear a presentation: of the 
"Flameless Cooking” $25,000 electric range campaign now under way in Washington, D. C. 


LAMELESS cooking’ ~—_—-was 
J isn as the forceful and 

straight forward appeal of a 
dramatic range campaign announced to 
250 salesmen and executives at a 
meeting of The Electric Institute of 
Washington, D. C., on October 5th. 
The meeting was the beginning of a 
program of industry education based 
on this appeal which will be featured 
in a $25,000.00 newspaper and direct 
mail advertising campaign to the 
Washington public during a concen- 
trated drive of seven weeks, ending 
November 19th. 

This new approach to electric range 
selling rests upon the concept that 
practically all of the advantages of 
electric cooking can be attributed to 
one basic factor: the electric range 
provides Flameless cooking. In hi: 
presentation of this concept, J. S. Bart- 
lett, Managing Director of the Insti- 
tute, took each of the advantages of 
electric cooking, those which the in- 
dustry has been preaching for twenty 
years, and showed that the elimination 
of flame was the basic reason why a 
full measure of these advantages is 
possible only on an electric range. 

It was stated that the Flameless fea- 
ture as a reason why electric ranges 
were cool, clean, modern, eté., was 
made necessary by competitive adver- 
tising claiming similar advantages for 
fanges of other types. Admittedly, 
modern flame type ranges are cooler, 
cleaner, etc., than the old-fashioned 
fame type stove, but certainly the pub- 
lic is entitled to a clearly defined dif- 
lerence between the measure of these 
advantages available in flame type 
Stoves as compared to electric range 
performance. 

Merely stating that an electric range 
Was cool now means little more than 


the same statement applied to other 
types of stoves. The public should 
be given a reason for the superiority 
of electric cooking. The elimination 
of flame is pictured in the Washington 
campaign as the basic reason for this 
superiority. 

As a part of the material provided 
local salesmen, this story of why elimi- 
nation of flame can be used as the 
basic reason for all of the advantages 
of electric cooking was distributed in 
mimeographed form. Each of the nine 
major advantages of electric cooking 
was analyzed from the point of view 
of “Flameless” and it is expected that 
this appeal will be used very effectively 
by the salesmen. 

Another feature of the Institute’s 
meeting was the dramatic presentation 
of a comparative analysis of electric 
range performance with performance 
of gas ranges as established in the 
specifications for C.P. gas ranges. Hal 
Jackson, who handles range promotion 
on the Institute staff, opened his dis- 
cussion of this feature of the program 
by stating that the C.P. specifications 
were probably the greatest boomerang 
ever created by a competitive indus- 
try. The Institute has tested sample 
electric ranges of six different manu- 
facturers. In practically every one of 
the tests covering the twenty-two C.P. 
standards the average performance of 
the electric ranges tested showed a 
marked superiority to the requirements 
of the C.P. specifications. Mr. Jack- 
son showed it to be a very simple 
matter to convince the public that the 
average electric range which has been 
available for a number of years is far 


superior to what is purported to be 
the last word in gas range performance 
as expressed in these C.P. specifica- 
tions. Copies of this comparative 
analysis showing a comparison of the 
results in each of the requirements 
was also provided to all those attend- 
ing the industry meeting and has been 
included as a supplement to the range 
sales manual already developed by the 
Institute. Approximately 300 copies 
of the revised edition of this sales 
manual have been distributed. 

In addition to dramatization of the 
Flameless story at this meeting, a 
$25,000.00 advertising campaign which 
will bring this story to the public, was 
explained in detail. The initial step in 


the newspaper campaign was based: 


upon the fact that “Flameless Cooking 
Has P.A. (Public Acceptance).” The 
15,000 present users of electric ranges 
in Washington were featured as es- 
tablishing public acceptance for Flame- 
less Cooking and a “P.A.” emblem was 
emphasized in the newspaper adver- 
tising. This emblem was then repro- 
duced on counter cards and supplied 
to members of the Institute handling 
electric ranges. A “P.A.” tag to be 
attached to each electric range on dis- 
play was also distributed to members. 
On the inside of the tag the story of 
Flameless Cooking as applied to the 
advantages of the electric range was 
explained. It was clearly brought out 
that this “P.A.” tag of public accept- 
ance was a label far superior to any 
stamp of approval of any manufacturer 
or to any emblem awarded by a maga- 
zine or other testing laboratory—Pub- 
lic Acceptance is the final word in 


“Flameless Cooking” 


and “P.A.” (Public 


Acceptance) are twin 
of $25,000 
electric range drive in 


Washington, D. C. 


features 





By JOHN S. BARTLETT 


Managing Director, 
Electric Institute 
Washington, D. C. 


approval of any product. 

This portion of the advertising cam- 
paign was then followed by a series 
of seven large space newspaper ads 
under the caption “Someday You Too 
Will Use Flameless Cooking.” In 
these ads the prograss of the cooking 
art was depicted from the days of the 
caveman and his open fire through the 
era of the fire place, the wood stove, 
the coal stove, and the oil stove, bring- 
ing out the fact that the only funda- 
mental advance in the cooking art 
since the days of the discovery of fire 
by prehistoric man was the introduc- 
tion of the use of electricity to re- 
place flame as a source of heat. Re- 
prints in two colors of four of these 
“Flameless Cooking” ads are being 
sent as a series of direct mail pieces 
to a list of 5,000 prospects for electric 
ranges. The names of these prospects 
were supplied by dealer members of 
the Institute. 

In adition to advertising carried over 

(Please turn to page 60) 
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FOR DETAILS OF COMPETITIVE TESTS SEE FOLLOWING PAGES 
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4 ANUFACTURERS of gas ranges, through their trade association, 
% are undertaking an extensive nation-wide campaign to sell what 
' they call C.P. (certified performance) ranges. Eligibility for the 
display of the “C.P.” emblem on ranges is limited to those meeting 
a set of 22 performance specifications. 

For the first time the electrical industry has specific evidence, in the 
form of these requirements for certification, of just what the gas industry 
is selling the public in the way of performance. 

The gas industry will present “C.P.” range to the public as a revolu- 
tionary cooking device—something entirely new—a product superior to any- 
thing ever before known—(and, of course, the public will be led to believe 
that they include the electric range in their category of old-fashioned ranges). 

No matter how many “revolutionary” trimmings, how many new gadgets 
and what new designs are added to former gas ranges, they are still 
operated on the same basic principle of flame as the source of heat—the 
same principle used by the cave man and the early Indian. 

The basis for practically every advantage of electric cookery is the absence 
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GAS RANGE vs. § 











Item No. Certified Performance Range Requirements 
CP | The oven temperature shall reach 500 deg. F. from 70 deg. F. room temperature , a 


The averé 
onds. (R 
$5 second 


11 minutes. (Rate 39.1 deg. F. min.) 





CP 2 


OVEN REQUIREMENTS CP 3 


Ovens, when empty, shall maintain a minimum temperature of 250° F. i 
jainte 


the absen 
insulation, 
it is possil 





The average surface temperature of oven exterior, 
shall not exceed 75 deg. F. above room temperature — Ranges 
oven tog 
































CP 4 An automatic oven burner lighter with an automatic device to prevent escape i : 
unburned gas shall be provided for each oven. ns i, 
am 
CP 5 An oven thermostat shall be provided for each oven. tven the 
years. 85° 
CP 6 Heating of ovens from 70 deg. room temperature to 500° shall require an inp 
of not more than 1600 B.t.u. per cubic foot of oven space. ry abe 
oven § 
ranges do 
CP 7 Maintenance of an oven temperature of 500° shall require not more than 38M the avera 
B.t.u. per hour per cubic foot of oven space. ) 
CP 8 Oven vents shall discharge the flue gases away from rear wall. 
CP 9 Ball bearing rollers, or the equivalent, shall be provided on all drawers. sch rol 
uch ro! 
CP 10 Effective stops shall be provided for all drawers and racks. All elect 


BROILER REQUIREMENTS 









































CP I! The broiler temperature on combination oven and broiler ranges shall reach 600° fp broiling in 
above room temperature within 15 minutes. and not b 
However, 
only 10 m 
CP 12 Exposed broiler top surfaces shali not exceed a maximum temperature of 150°. The meth 
[ 
range tha’ 
the range 
temperatu 
CP 13 An effective smokeless type of broiler pan shall be provided. Smokeless 
standard « 
CP 14 An automatic broiler lighter with an automatic device to prevent escape of iM Another ¢ 
burned gas shall be provided. 
CP 15 The minimum effective broiling area shall be equal to 50 per cent of the horizorit The 
cross-sectional area of the broiling compartment. a 
CP 16 


SPECIFICATIONS 


The average broiler temperature shall reach 600° F. above room temperature witty, Sie 
15 minutes with a rated hourly input less than 22,000 B.t.u. per sq. ft. of broilty 
area*, (50%). 








‘oom temy 
takable ev 
by temper 
































CP 17 Top burners shall be of the dual purpose type for simmering. "High-Low" ty ee 

burner valves are acceptable. sig 

racy has a 

CP 18 One or more top burners shall have an input rating of 12,000 B.t.u. per hour ant Highest B. 

shall have an output capacity sufficient to raise 5 lbs. of water 140° F. in not mB iy, oa, 

than 9 minutes. ss than j 

‘ace units, 

ic ec 

me oper 

trated wh 

CP 19 Automatic top burner ignition shall be provided for all top burners. ~y i 
e. 

CP 20 Top burner heads shall be either constructed of rust-resisting metal or shall have Pertinent 

enamel finish. 
CP 21 The thermal efficiency of standard gas range top burners shall be not less than 4 Tats prov 


per cent. ", great 











NOVEMBER, 1938—ELECTRICAL MERCHANDISING ELE 


of flame. We have always felt that flameless cooking was superior—now 
we are able to prove it by actual test. Tests established by the gas industry 
as representing the last word in their attainment. True, ranges which meet 
the C.P. specifications are a real advance over former A.G.A. specifications 
of even three years ago. Tremendous strides have been made by the gas 
industry, but they are still limited to flame type ranges. 

Without any innovations, without any change, electric. ranges not only 
meet, but far surpass every C.P. specification. 


s, EL 























nts Performance Shown By Tests Of Six Electric Ranges The following analysis should not be regarded as a complete comparison’ 
‘ ay SE TL” 8 | of the performance of gas and electric ranges, but is an accurate, unbiased 
erature i The average electric oven reached 500° F. from room temperature in 10 minutes, 37 sec- | study of electric range performance based on the American Gas Associa- 
onds. (Rate 40.6 F. per minute). The fastest range reached temperature in 8 minutes, | tion’s “Certified Performance” gas range requirement. 
§§ seconds. Statistics on electric range performance in the following table were 
' rot Serer ai obtained not from manufacturers of the respective ranges but from actual 
Waintenance of low oven temperature is no difficult problem in an electric range. Due to ELECTRIC INSTITUTE of Washington tests involving ranges of six 
the absence of high flame temperatures, the elimination of pilot lights, and adequate oven manufacturers. Results obtained were averaged thus giving a true picture 
issylation, any electric oven can maintain 250° F. without difficulty. In some electric ranges of the performance of an “average” up-to-date electric range. 


itis possible to maintain an oven temperature as low as 150° F. 





Bee. Ranges maintained at 500 deg. temp. for | hour. Average 0 Vv E N R 3 Q U l R E M 3 N T 5 


oven top exterior reached only 35° above room temperature. 








———_4—_——_ - a A 
once Ol requirement pertinent only to "flame" type ranges. Unburned gas is an explosion hazard. : mag 2 


Flameless cooking needs no automatic lighter. When the switch snaps, the full heat is on. 
— 
SS 








tven the cheapest electric ranges have employed thermostatic controls for more than 10 


years. 85% of gas ranges now in operation do not have such controls. (AGA estimate.) 
cite 





re aN inp 


The average electric range oven in reaching 500° F. required only 828 B.t.u. per cu. ft. 
of oven space. This is about '/2 of the heat required in a C.P. gas range oven. Electric 
ranges do not waste heat, thus avoid overheating the kitchen. 












than 380K the average electric oven required less than '/4 this B.t.u. input to maintain 500° temp. Gas— | 


3900 B.t.u—Electric—829 B.t.u. Further unmistakable evidence of the superiority of the | 
lectric oven. | 








Asno flue gases are created in flameless cooking, none must be discharged. Another striking 
uample of the penalties exacted by a basic principle of flame type cooking. 





Such rollers have been standard equipment on electric ranges for more than 10 years. 





















All electric ranges tested have such features as standard equipment. 


BROILER REQUIREMENTS 


broiling in the electric range is done by direct radiant heat (as in a flameless charcoal fire) 
and not by the high temperatures as are apparently necessary in a gas broiler compartment. 
However, the time required to raise the broiler compartment temperatures to 600° F. was 
only 10 minutes, 29 seconds for the average of electric ranges tested. 








am, The method of broiling and the construction of the range is so different in the electric 


range that a comparable test is not possible. However, as shown in test CP 3 the surface of 
the range did not exceed a temperature of 120° F. (average) after maintaining an oven 
temperature of 500° for one hour. 





Smokeless broiler pans were first developed by electric range manufacturers and have been 
tandard equipment for many years. 


scape of i Ancther precaution required only because of the hazards of "flame" type cookery. 


the horizonte 













he average of all electric ranges tested was more than the required 50%. 


erature with 


of broli The average electric range required only 10 minutes, 29 seconds to reach 600 deg. above 


om temp. Average heat input in terms of B.t.u.'s was 34% of the gas requirement. Unmis- | 
tihable evidence of superiority of electric's penetrating, constant direct heat over the “broil 
by temperature” method employed by gas. 





TOP SPECIFICATIONS 


i 





his attempt to produce greater accuracy in control of surface cookery is more than offset by 
he unerring accuracy of "High" "Medium" “Low” controls on all electric ranges. Such accu- 
cy has always been one of the real keynotes of electric cookery. 


gh-Low” tpt 





Losi hour Bi Highest B.t.u, yielding electric surface unit tested yielded only 7170 B.t.u.'s as against 12,000 
*, in not "Ry, gas requirement. Despite this, 5 lbs. of water was raised 140° in temp. on this unit in 
*s than the required 9 minutes. Indisputable evidence of greater efficiency of electric sur- 
"ee units, It must also be considered that a range is a cooking device—not a water heater. 
tic cookery principles involve use of from 1/5 to 1/10 as much water as required for 
4me operations by gas range. Electric ranges’ superior speed is even more clearly demon- 

‘rated when such principles are utilized. 





way instead of burners and lighters and matches. The radiant “glow” instead of the 
ime, 


- shall have fl etinent only to gas ranges. 





+ less than 4 Tests . = . eae 
y Proved electric oven to be 4 times as efficient as gas in utilization of B.t.u. content. 
/° Seater efficiency in favor of electric surface units evidenced even in water tests men- 


Pored in "CP 18," 
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‘Lhe Span of Life 





A window display, typical of ones built during Span of Life activity, which appeared in the Chehalis office of the company. 


OREMOST among the services 

which has rendered the 

home by electricity and hence 
foremost among the arguments which 
make for better public relations be- 
tween industry and customer is the 
contribution electrical appli- 
ances have made toward the conserva- 
tion of health. You may argue, if you 
are a cynical male, that leisure for 
doubtful advance, but 
there is no one who will question the 
value of anything which actually adds 
years to the life span by conserving 
the health of member of the 
family, from the baby up. There is 
not an electrical appliance which has 
not some legitimate story to tell of 
how it lessens health-sapping drudg- 
ery; combats germs through cleanli- 
ness, sterilizing heat or protecting 
cold; benefits eyesight or in general 
those conditions of living 
which preserve and lengthen life. The 
“Span of Life” sales program recently 
carried out in the territory of the 
Puget Sound Power and Light Com- 
pany in western Washington is an 
example of how this story can be 
effectively told. 

Electrical appliance business was 
stimulated and at the time 
thousands of people were led to analyse 
for themselves this contribution to 
health made by the electrical appli- 
ances in their own homes. Many of 
them who did not actually participate 
in the contest listened to the well 
planned radio talks and were influ- 
enced by the barrage of advertising 
and window displays. More visibly 
responsive were the hundreds of elec- 
tric appliance who submitted 
sincere letters during the promotional 
sales campaign telling an amazing 
story of daily increasing their mental 


been 


which 


women is a 


every 


provides 


Same 


users 


Electrical appliance dealers, jobbers 


and manufacturers cooperated with the 


power company in telling and selling 
this health story under the “Span of 
Life” banner. Alert, progressive deal- 
ers and their suppliers sensed from 
the first that under such a broad plan 
the combined personal appeals of all 
electrical appliances could be crystal- 
lized into a potent sales making force. 
Immediate customer interest was 
aroused by the 495 useful electrical 
appliance prizes offered, and dealers 
welcomed this new sales story, vital 
enough in its appeal to overshadow 
ordinary price complex. 

One of the most striking attain- 
ments of the modern way of living has 
been the lengthening of the average 
healthy and useful span of human life. 


attain in the light of a growing ap- 
preciation of more robust and useful 
living. Ample evidence of popular 
public interest in this manner of sales 
approach is apparent from a brief 
mental survey of the appeals that have 
been made in this field through many 
channels. Indeed, the early impressive 
acceptance of electric refrigerators 
was founded on similar principles. 
Recognizing the potentialities of ex- 
panding these principles to encompass 
the broad field of electrical applica- 
tions, Mr. Clark devised a plan which 
would establish the unique role of 
electrical appliances in supplying hu- 
man service values. A_ concerted 
effort by all the trade was required 





APPLIANCE PER CENT 
Washers 23.6 
Ranges 16.1 
Refrigerators 13.0 
Lighting . 9.4 
Water Heaters 79 
Water Pumps 6.3 
Cleaners . 5.9 





PER CENT OF LETTERS ON SEPARATE APPLIANCES 


APPLIANCE PER CENT 
lroners ... 45 
Dishwashers .. 2.2 
Heating Pads . 1.6 
Radios .. 1.4 
Sun Lamps .. 1.4 
Thermostats. 1.4 
Others ..... Be 6.7 








Medical, scientific and educational pro- 
fessions have made great strides in 
perfecting protective and curative 
practices, but many other factors have 
contributed to our advanced standard 
of living. In fact, the health produc- 
ing qualities of all goods and services 
at the present time are the objects of 
the most intelligent and widespread 
public scrutiny which has ever been 
known. 

R. W. Clark, merchandise manager 
of the Puget Sound Power and Light 
Company, has, for a number of years, 
sensed the enviable position which the 
entire electric appliance trade should 


as an important feature of this pro- 
gram, because the approach to the 
public is so broad and new. Further- 
more, the health story could not be 
effectively established on a basis of 
competitive promotion of different 
electrical appliance uses. 

The plan embraced the apportion- 
ment of expenses and responsibilities 
to three separate groups: 

(1) The power company assumed 
responsibility for coordinating the pro- 
gram and providing necessary mate- 
rials and costs of a comprehensive 
introductory and promotional program, 
together with judging and distributing 
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award certificates in the contest 

(2) Cooperating jobbers and manu- 
facturers underwrote the 495 elec- 
trical merchandise prizes, with a retail 
value of $5,000—these prizes to be 
selected by winning contestants from 
the stocks of cooperating electrical 
appliance dealers. 

(3) To cooperating dealers fell the 
job of much of the actual customer 
contact work, and display and distri- 
bution of the promotional material 
supplied by the company. Dealers also 
agreed to forego profit on merchandise 
selected by contestants as prize awards. 

On March 3, 1938, proposed plans 
for the program were announced to 
electrical jobbers, manufacturers and 
dealers in the Puget Sound Power and 
Light Company territory. General 
features of the idea were incorporated 
in a rather comprehensive prospectus, 
together with a card from inviting a 
signed acceptance of the individual 
dealer’s agreement to cooperate. The 
prospectus presented a good informal 
picture of the theme and potentialities 
of the proposed campaign. Rules 
governing contestants were included, 
and, a most interesting feature was 2 
section devoted to numerous sugges- 
tions of the health appeals of fifteen 
electrical appliances. These sugges- 
tions were indicative of the il!uminat- 
ing variety of letters which were to 
be sent in by the contestants. The 
sales appeals of this material were 
later incorporated into an attractive 
contest booklet which was widely used 
by the trade to create interest in the 
program and also as a sales tool. 

Acceptances of the program were 
received from 235 well-established and 
interested dealers. Mr. Clark pers- 
onally sought out the jobbers, manu- 
facturers, and distributors and dis- 
cussed the plan with them. This 
activity resulted in 20 of the most 
prominent and popular manufacturers 
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The public relations program of the 


Puget Sound Power & Light Company 


unites the local electrical industry 


By CLOTILDE GRUNSKY 
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being willing to underwrite prizes 
which might be selected from approxi- 
mately 40 nationally known electrical 
merchandise lines. 

In preparation for the actual cam- 
paign period the Power Company 
arranged for the production of 100,000 
official entry blanks, 1,500 window 
posters, 2,000 window cards, 1,000 
counter and showcase cards, and _ 50,- 
000 contest booklets. Teaser ads, run 
in approximately 80 weekly and 16 
daily newspapers, and radio progranis, 
announced the contest to the public. 
Advertising and promotional material, 
all done in attractive color and identi- 
hed by an imposing bridge structure 
dramatizing the electrical way to 
better living, was in the hands of par- 
ticipating dealers, jobbers, manufac- 
turers, and distributors before the 
Starting date of the contest period, 
May 15. 

One of the immediate objectives was 
t0 use this tool to build as much store 
traffic for the retailers as possible. 
To this end all sustaining radio and 
advertising material urged prospective 





, «, 


entrants to call at their own eiectrical 
dealer’s store to obtain official entry 
blanks, worthwhile suggestions, and 
further particulars to aid in prepara- 
tion of contest letters. All advertis- 
ing items were designed to convey the 
idea that the program was industry- 
wide in scope, but representatives of 
each participating merchandise line 
were urged to use their own ingenuity 
in capitalizing on the special health- 
stimulating features of their mer- 
chandise. 

The general promotional and adver- 
tising material produced by the Power 
Company emphasized the broad ad- 
vantages of electrical applications 
under such captions as “It’s Thrifty 
to be Healthy”, and “The Electrical 
Way is the Modern Way.” Publicity 
was given to the idea that with a 
simple snap of a switch electrical 
energy rushes to do man’s bidding at 
the rate of 186,600 miles per second, 
entailing an assumed average delay on 
this system of, say, one four-thous- 
andth of a second. If all human 
services could be supplied at compar- 
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Teaser ads to arouse public interest in 
the Span of Life contest ran in the daily 
papers. Above samples show the build 
up. 


The electrical building office featured 
this window display during the Span of 
Life program. 


able speed, the accumulated saving of 
time, worry, and human energy in 
waiting for all our every day needs 
would immeasurably increase man’s 
span of life and efficiency. 

News items were released to all 
newspapers in the territory, and the 
resulting published stories a!so created 
interest and directed persons to all 
participating electrical appliance 
dealers. 

Contest rules required that letters 
of not more than 200 words be sub- 
mitted, telling how -some practical 
electrical appliance increases the span 
of life. The 495 electrical merchan- 
dise prizes, aggregating $5,000 in re- 
tail value, consisted of the following 
awards: First Grand Prize, $300; 
Second Grand Prize, $200; Third 
Grand Prize, $100; in addition to the 
grand prizes there were 82 valuable 
prizes awarded in each of six dis- 
tricts—First Distsict Prize, $100; 
Second District Prize, $50; Third 
District Prize, $25; four prizes each 
$15; 25 prizes each $10; 50 prizes 
each $5. A large number of small 


prizes was included in the award list 
at the suggestion of several manufac- 
turers’ heads, who foresaw that the 
small amounts might be conveniently 
applied by winners on the purchase of 
appliances of greater dollar value. 

Another important provision of the 
rules was that the prize awards might 
be applied by winners on purchases 
which they had made during the 45- 
day contest period, May 15 to June 
30. Inclusion of this idea increased 
the sales making potentialities of the 
campaign by removing the customers’ 
hesitancy about purchasing before the 
end of the contest. At the same time 
the sales closing appeal of the plan 
was increased, because the salesmen 
could point out the increased possibil- 
ity of winning a prize as a result of 
factual experience with modern appli- 
ances. 

Letter entries in the contest began to 
arrive on the first day of the official 
campaign period, indicating that the 
Span of Life theme had merited ready 
response. Public interest, as judged 
by store inquiries and the arrival of 
contest letters, built up continually 
until the final day of the program. 
Dealers devised interesting merchan- 
dise and window displays stressing 
the importance of electrical appliances 
to modern, healthy living, and the 
Power Company used the Span of 
Life theme in its June monthly win- 
dow contest program of its 52 sales 
offices. These combined _ efforts 
brought the campaign to a climax 
when on the closing day over 400 
letters came in, 200 letters on the 
previous day, and 100 letters the day 
before. 

For judging purposes, the territory 
included was divided into six districts. 

(Please turn to page 63) 





R. W. CLARK 


Merchandise Manager, Puget Sound 
Power & Light Co. 
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The main stairs to the front door are lighted by an 
illuminated hand-rail which uses three 30-watt (18”) 
lumiline lamps (Light Control Company) for both 
decorative and utility effects. 
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This six-room house of Frank Hansen in Los Angeles has an electrical load of about 35 KW. 
The electrical installation required 2,220 feet of conduit and 7,550 feet of wire. House 
and garden have 136 outlets, in 22 circuits. Nicholas Electric Company was the contractor. 


What an Hylectric Home 
Cian Be 


_ 

—_—_—- 
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Take a trip with us through the home of Frank 
Hansen, director of the Western Institute of 
Light and Vision, Los Angeles, said to be the 


most completely electrified home in the country 





In the studio an artificial lighting effect is produced Wiring in dining room permits portable lighting 


by indirect trough above window. Lumiline lamp and effects, but the room is supplied with two levels of 
reflector assemblies (Wiremold) under front edge of illumination from three-lens unit above. Panels on 
bookcase illuminates counter top to 35 foot-candles. the side of luminaire transmit light to ceiling. 


t 
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The living room is lighted with three |. 





E. S. floor lamps with "three-speed" 
bulbs. This provides a flexible illumination for any desired effect. ‘Plug-mold" 
continuous strip (Wiremold) surrounds living room for outlet changes. 


(i 


The kitchen is the center of interest. An electric mixer "garage" A mirror over the electric range reflects the 
is located at the end of the drainboard; appliance cords dis- window opposite and gives the effect of 
appear into wall when not in use; Vocalphone connects front enlarging the room. Switches below cup- 


door and other rooms with flexible lighting. 


UT in Los Angeles, Frank A. 
A. Hansen, Director of the 
Western Institute of Light 
and Vision has built himself a home. 
It is, of course completely electrical, 
but it is even more than that. For into 
that home Frank has built all the good 
ideas he has been saving up and that 
he has envisioned as possibilities for 
possible application in the years to 
come. The result is a materialization 
of the electrical industry’s dream of 
what a home might be. There are 
those who claim that it is the most 
completely electrified home in the 
country. It has not been an official 
exhibition, but electrical men in that 
section of the world have a way of 
taking their friends out to see it, with 
the result that there were some 2,000 
visitors during the first two months it 
was occupied. Electrical Merchandis- 
ing does not want to bother-the Han- 
sens any further but we feel you 
should see this remarkable house. So 
we hereby invite you to visit it in our 
company in the following series of 
pictures. 

We start with the outside, noting as 
we enter the illuminated house num- 
ber and the neat 6-watt garden light 
in the form of a lily which brightens 
the lower steps and prevents stumbling. 
The main stairs to the front door are 
lighted by a slotted hand rail, the entry 

(Please turn to page 16) 
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board control range light and exhaust fan. 














fa 


- , _ wae 


California weather being what it is, an outdoor living room comes in for a 
lot of use. Here again, lighting is localized at points of greatest use. An 
inverted morning glory light makes the umbrella a source of illumination. 


4 


Lumiline lighting under kitchen cupboards illuminate work- 
surfaces. At rear the breakfast nook has a wall heater, a plan- 
ning desk and control switches for the garden lighting. Laundry 
is located on service porch. 





COR tH 
A full-length wall heater keeps the A flesh-colored mirror in the recessed The 22-circuit multi-breaker panel is 
bathroom warm. Semi-cylinders over dressing table of the bedroom is il- located on the service porch which is 
washstand provide 78 foot-candles of luminated from a light source behind headquarters for the family washing 
illumination. the mirror. and ironing. 





Bedrooms have built-in reading lamps above each bed. Speaker 
unit between beds makes it possible to communicate with other 
parts of the house. Convenience outlets provide for heating 
pads, etc. 





Shaft lighting illuminates the garden walls while morning glory 
units and bird baths pick up focal points of interest. Light 
sources under beams light the loggia without attracting insects 


with glare. 


Insectecutioner is also provided. 








CARE prevents 
CORDITIS®! 





..BUT 


most of 


know they 
don’t have to take the old fashioned 
electrical cord nuisance for granted. 


Now your customers 


They don’t have to take special care 
of the cords and plugs to keep them 
in service. As in the case of every- 
thing else they buy, they have a 
right to expect the cord to stand up 
under normal service conditions. 


CORDITIS-FREE CORDS ARE 
NATIONALLY ADVERTISED 


Millions of readers every month are 


your customers 
don’t know HOW to 


nurse an electrical cord 


learning about safe Belden Electri- 
cal Cords in one of the greatest ad- 
vertising programs ever undertaken 
for an item of this kind. Corditis 
and its cure are publicized regular- 
ly in Saturday Evening Post, Good 
Housekeeping, and Time. 

Up-to-date electrical manufactur- 
ers have taken steps to rid their 
products of this dangerous disease. 
Consequently, you can specify 
Belden cords on practically every 
type of appliance you sell. 


Belden Manufacturing Co., 4663 West Van Buren Street, Chicago, Illinois 


*CORDITIS the dangerous disease of elec- 
trical cords; the symptoms are 
frayed wire and broken plugs. It causes 
severe mental irritation oaelaiens nervous 
disorders among electrical appliance users. 





Appliance Cord Sets approved by Good 


Housekeeping Institute, listed as standard 
by Underwriters’ Laboratories, Inc., and 
certified by Electrical Testing Laboratories. 








Belden 





ADVERTISED 
in The Saturday Evening Post, 
Good Housekeeping, Time. 


ELECTRICAL CORDS 
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What An Electric Home Can Be 





from recessed lenses above the door- 
way. The entrance lights are on one 
circuit, switched from within the house 
and at the exterior near the garage 
door. 


Living Room 


The living room is chiefly remark- 
able for the flexibility of its lighting. 
Three I.E.S. floor lamps with “three- 
speed” bulbs and 100 watts of Lumi- 
line and reflector lighting set flush in 
the top of the mantle provide for any 
desired effect. Plug mold is used 
throughout so that outlets may be 
shifted or increased at any later date. 

The study and library receives its 
indirect lighting from a trough above 
the window, the effect approximating 
daylight. Lumiline lamp and reflector 
assemblies under the front edges of 
the bookcase furnish a 35-ft.-candle 
illumination for the counter top, where 
research material is handled. The 
average for the room as a whole is 
25 ft.-candles. 


Dining Room 


The dining room is supplied with 
two levels of illumination from the 
three-lens unit in the ceiling. Wiring 
in the room also permits of a num- 
ber of portable lighting effects if 
desired. 

The kitchen is the center of inter- 
est to women visitors. Of special in- 
terest are the electric mixer “garage” 
located at the end of the drain board, 
the cord-away unit which provides for 
appliance cords disappearing into the 
wall when not in use, the recessed 
shelves for storage of electric appli- 
ances near the range, the Vocalphone 
which connects with the front door 
and other rooms and the flexible light- 
ing system. The mirror over the 
range reflects the window opposite and 
gives the effect of enlarging the room, 
while in reality it is the door to a 
handy spice cabinet. The refrigerator 
is vented, leading any heat through the 
attic to the exterior. The breakfast 
nook has a wall heater, a planning desk 
and control switches which govern 
garden lighting. When the dining 
room is in use, its table is useful as a 
sort of pass pantry for service. 

The service porch has a package 
door locked from the inside to receive 
packages when the family are not at 
home. Here, too, is located the 22- 
circuit multibreaker panel and here 
laundry and ironing is done. 


Bedrooms 


The bedrooms have built-in reading 
lamps above each bed, deeply recessed 
and separately switched so that the 
light from one lamp will not disturb 
the sleeper in the other bed. Two con- 
venience outlets below switches pro- 
vide for heating pads or other appli- 
ance. The speaker unit between beds 
makes it possible to answer the door 
or communicate with other parts of 


CONTINUED FROM PAGE I5 





the house freely in case of illness or 
after retiring. A 6-volt night light in 
a recess indirectly illuminates a small 
plaster plaque, while I.E.S. lamps pro. 
vide general illumination. <A flesh. 
colored mirror in the recessed dressing 
table is illuminated from a light 
source behind the mirror. A similar 
mirror in the dressing room illumi- 
nates the observer’s face by means of 
two angled sections of white illumi- 
nating glass, reporting any errors in 
makeup promptly. The bedroom mir. 
ror, on the other hand, is primarily de. 
signed to be decorative and flattering 
to its users. 


Bathroom 


In the master bathroom is a full 
length wall heater and a mirror over 
the wash stand flanked by semi-cylin- 
ders, each section using a 60-watt 
18-in. lumiline lamp, which provide 
78 ft.-candles of illumination. Win- 
dows in the daytime furnish the same 
type of balanced lighting. 

Garden lighting at night is designed 
for varying effects. “Shaft” lighting 
illuminates the walls, while “morning 
glory” fixtures and a “bird bath” unit 
pick out focal points of interest. An 
inverted morning-glory light makes 
the garden umbrella a source of in- 
direct illumination. Light sources 
under roof supporting beams light the 
“loggia” with a soft reflected glow 
which does not attract insects. When 
food is being served an “insectecu- 
tioner” is plugged in, designed to at- 
tract insects and destroy them. Four 
weatherproof outlets are installed in 
the patio, with two on the lawn area 
to take care of possible evening games. 
A general overall moonlight effect is 
also obtainable from a light located in 
a birdhouse at a high elevation. Light- 
ing is divided so that it is controlled 
by five switches, permitting an inter- 
esting variety. The barbecue pit 
serves also as an incinerator to burn 
wastes which cannot be handled in 
the electrically heated home. 


The Wiring Job 


The complete wiring job, which was 
handled by the Nicolas Electric Com- 
pany of Hollywood, ran to 10 per cent 
of the construction costs. The cost of 
appliances at retail was 14 per cent of 
the total cost of the house, lot and 
extras all put together. The total 
installation represents about 160-amp. 
load at 220 volts, or some 35 kw., 
about evenly divided between lighting 
and power. Bills since the Hansens 
moved into the house in February 
have run from $7.38 to $9.40, includ- 
ing about 450 kw.-hr. of water heat- 
ing each month. Mr. Hansen points 
out however, that the demonstration 
of lighting and equipment for the 
2,000 visitors previously mentioned 
has appreciably added to the consump- 
tion of electricity and that bills later 
on may run somewhat lower. 

The architect for the home was 
Charles E. DuBois. 
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— we know from proven rec- 
ords that air humidifiers sell pro- 
portionately as fast during any mid- 
winter month as fans sell in summer 
—for both are natural answers to natural 
buman needs! : 
People now know the necessity of 
putting natural, wholesome moisture 
back into air devitalized by man-made 


WALTON LABORATORIES 


VELCSUCCS MULTE 


Winter With 


Behind Every Door 
In Your District Lives A 


Live Walton Prospect! 


HOME 


APARTMENT 


OFFICE 


PORTABLE TABLE MODELS 
Heavy gouge copper fin- 


Retails $43.50. Also avail- 
able with 27" metal tripod. 


ished in beautiful st: ry 
bronze. 16" in diameter... 
evaporates 4 gallonsa day. 


heat. They will no longer put up with 
the discomfort of parched throats and 
dusty nose passages. With the first 
cold day they'll want Waltons! 

And just as certainly as cold weather 
comes, they will be eagerly alert for a 
humidifier that does an ample, scientific 
job of creating comfort! For cold days 
mean dry heat and dry heat means a 
market for humidity! It’s the one phase 
of conditioning inside air that has a 
sure market irrespective of abnormal sea- 
sonal temperatures. 


Walton Humidifiers 
Do An Abundant, Fool-Proof 
Job of Air-Moistening 

Scientifically designed, expertly engi- 
neered and universally approved by 
heating, ventilating, and air-condi- 
tioning engineers, Walton Humidi- 
fiers are endorsed everywhere as im- 
portant factors in public health pro- 
motion. 

They definitely reduce the danger 
of common colds, throat and nose 
trouble, catarrhal and sinus complica- 


INCORPORATED 
° IRVINGTON, NEW JERSEY 


1186 GROVE STREET 


DEPT. Ec mM.11 
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tions due to the arid air of artificial 
house heating, for the Walton Hu- 
midifier breaks up moisture into vapor 
form, sends it out in a manner that 
makes it readily absorbed and in a 
sufficient quantity to overcome the 
dryness caused by man-made heat. 


Priced For Every Prospect’s 
Purse and for Your Profit! 
Walton Humidifiers are made in four 
models, to meet every demand—from 
the beautiful statuary-bronze table 
model at $43.50 (capacity 1}4 pints 
p-h.) to the imposing Walton Duplex 
—a masterpiece of walnut-finished 
steel furniture that sells for $145 and 
vaporizes 34pintsevery sixty minutes! 

Even our new factory capacity will 
soon be crowded with orders placed 
to prepare for next w‘nter’s volume. 

Don’t be disappointed! Don’t de- 
lay! Fill in and send 
this handy coupon 
today—for full de- 
tails of the most 


w ALTON LABOR 
1186 Grove Street, 
Rush full information 4 


remarkable sales opportunity on rec- 
ord! Keep your salesmen making good 
money during the winter months. 


THERE WILL BE NO OTHER 
ANNOUNCEMENT TO THE 
TRADE 


ington, N sey 
fe Walton Humidifiers. 
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Sell_31/4 Power Washers where only 
ONE is sold today... 


If dealers will contact farm prospects as closely as 








they have been contacting city and town prospects, 
farm washer sales will increase more than three times. 


The reason is the low percentage of power washer 
ownership on farms today. 


And these farm sales will be easier to close, too, 
because this is the market of greatest “need” for 
power washers—the market with a big “spendable” 
income—the market with no unemployment problem 
and no question as to assured income —the market 
of “least” competition — the market that offers 
“clean” sales, with little or no trade-in problem. 


And 5 out of every 6 of these 
farm washer sales will be gas 
powered models, and the sales 
will come faster and easier if the 














washers you feature are ‘powered 





by Briggs & Stratton.” 








Farmers know Briggs & Stratton Gasoline Motors — accept them as their guide when purchasing any small gasoline powered 
equipment, tools, or home appliances. Over a million in farm use testify to their dependability —their economy — their durability. 
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Salesmen who know the colored trade, man the Dowling Street store. 


ALL 
Negro Store 


is Houston, Texas’ Idea 


Robischung-Kiesling Believes Like Attracts 
Like; All-Woman Store Is Another Idea 








An all woman store operates at 3105 Main Street. 
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ITH President Franklin Delano 

Roosevelt urging higher wage 
levels for the South, with negro groups 
in Northern cities enjoying higher in- 
come, interest is steadily being whetted 
on ways and means of selling the 
negro family electric appliances. 

Because there is a_ psychological 
factor different than in deals with 
white families, Electrical Merchandis- 
ing interviewed H. F. Twombly, sales 
manager for the Robischung-Kiesling 
Company of Houston, Texas on the 
subject. 

The Twombly idea is to have a 
special store manned and operated by 
negroes. Manager of this negro store 
at 2304 Dowling is Harold Wood- 
ruff, also a negro. 

Woodruff’s men work on a ten per 
cent commission basis plus coffee and 
cake money. 

“There are about 75,000 colored 
people in Houston,” says Harold 
Woodruff. About five per cent of 
these families earn $100 a month, 10 
per cent $80 a month, 60 per cent 
$60 and the balance less than that. 
Incomes are deceptive, because, for 
example, when an $18 a week negro 
has a wife working his income will 
run about $25 a week. Our salesmen 
know better than to judge negroes by 
their clothes, as many do rough work. 
They judge, instead, by their income 
whether they are good refrigerator 
prospects. Many of the negro homes 
here are what we call ‘shotgun’ 
houses—which means that you can 
look in the front door and through 
the entire house. A quick glimpse of 


Sales Manager H. F. Twombly believes 
that like attracts like in selling. 


what is new in the house will give 
you an idea of the family set-up. 
Negroes can live for less in the South 
than in the North, because they buy 
less coal. Then, too, they spend less 
money for amusements. Oddly enough, 
however, negro laundresses are not 
particularly good washing machine 
customers. 

Woodruff’s twelve salesmen have 
been selected because of the people they 
know. They know who is responsible 
and who is not. They know about 
how much of a man’s and woman’s in- 
come is tied up in prior purchases 
before they sign them up. When con- 
tracts are closed a definite date is set 
for payment. If the customer is late, 
he knows he is going to have to pay 
a toll charge. For example, on a 
$4.97 payment a4 20¢ additional charge 
will be made if late ten days. This 
helps to keep the negroes in line. 
Credit is passed depending upon the 
negro’s history on his job and his 
past installment records. 

Another inovation’ by salesmanager 
H. F. Twombly is a store operated by 
women at 3105 Main Street, Houston. 
Mr. Twombly feels that women can 
get into anybody’s home and have a 
much better chance sizing up possi- 
bilities than a man would have. At 
the time of Electrical Merchandising’s 
visit the store was too new in opera- 
tion to have a story. However, 
with seven other Robischung-Kiesling 
stores as pace setters, however, it is 
expected that the women’s store will 
make a good record and that another 
idea will have come out of Houston. 
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Serves as large clothes 
hamper e Has motor driven emptying 
pump e Requires no foundations e no water 
connections e easily movable e vibration free 


and is a real full capacity kitchen laundry. 


HURLEY MACHINE DIVISION 
ELECTRIC HOUSEHOLD UTILITIES CORP. 
CHICAGO, ILLINOIS 
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24-PAGE ILLUSTRATED 
BOOKLET 


Describes in detail 
this new and different Thor 
Stow-A-Way Kitchen Laundry. 


Hurley Machine Division 
ELECTRIC HOUSEHOLD UTILITIES CORP. 
1954 S. 54th Ave., Chicago, II. 


Without obligation please send me 24-page booklet and full 
information about the new Thor Stow-A-Way Kitchen Laundry. 
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HE electric washing machine is 

fortunate in its competitors. 

The washboard is such an ob- 
ject of universal dislike that no one 
has a good word for it, and now the 
power laundries are breaking out in 
advertising and selling campaigns that 
center their competition on electric 
washing machines and on the basis of 
economy. This was certainly not 
planned to provide a good opening for 
the electric washer story, but in actual 
result it can be just that. 

It is true that the laundry adver- 
tisers are stating that “laundry wash- 
ing will cost you less than washing at 
home” and the promotion goes on to 
state that they will “pay you double 
the difference in cash” if they do not 
prove their case. But the fact is that 
the economy of the electric washer is 
so easily demonstrated that the com- 
parative trial invited by the laundry 
owners will, in brief time, prove the 
electrical home laundry claims com- 
pletely. 

ELECTRICAL 
received 


MERCHANDISING has 
letters from washer 
dealers who are upset by the laundry 
campaigns. They feel that a strong 
rejoinder in print should be made. 
ELECTRICAL MERCHANDISING has been 
publishing the facts of home laundry 
economies over a period of years, dat- 
ing back to 1931 when the first article 
in a long series by Mrs. Ralph Borsodi 
was printed. 


some 


AN L the facts, based on recent and 
verified tests and studies, together 
with much background material never 
before printed are available in a bulletin 
just issued by the School of Living at 
Suffern, N. Y. “How to Economize on 
Laundry” gives the results of the re- 
searches carried on under the direc- 
tions of Mrs. Ralph Borsodi, not only 
on the actual comparison of costs be- 
tween home laundry and the various 
types of laundry service including damp 
wash, rough dry, economy bundle, bud- 
get bundle, finished family bundle, and 
entire wash finished. These studies es- 
tablish the cost of washing and ironing 
at home at 77 cents a week. This is 
based on fair allowances for deprecia- 
tion and interest on investment, for 
soap, fuel, electricity, etc. It is inter- 
esting to note that this figure of 77 
cents a week does not differ greatly 
from the figure published in the laun- 
dry advertising, except that the laun- 
dry advertising purports to cover the 
cost of washing only, and fixes it at 74 
cents for 
home. 


a family washing done at 


The Sehool of Living figure of 77 
cents includes the cost of both wash- 
ing and ironing Figures in the 
School of Living Bulletin on the laun- 
dry costs are exact and detailed, and 
range from $1.41 a week for damp 
wash to $5.49 a week for the entire 
wash finished, showing yearly savings 
by electrical washing and ironing at 
home to be from $33.29 to $245.44. 

The School of Living Bulletin dis- 
closes other important facts in rela- 
tion to laundry done in the home. 


*“How to Economize 


: n Laundry,” The 
School of Living, Suffern Y 


price, 25 cents 
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The FACTS om 
Home Laundry 


* 


Savings 


A study of great interest deals with 
the large number of families that send 
out a part of the laundry and wash 
and iron a part at home. There is also 
important factual information on the 
degree of depreciation of clothes when 
washed in laundries and when washed 
at home. The whole bulletin is of the 
greatest importance to everybody con- 
nected with the washing machine busi- 
ness. It nails down the economy story 
and gives the answer to all the various 
arguments of the laundries. 

The background of this bulletin is 


important. As most of the readers of 
this publication know, the Borsodis 
have since 1920 been carrying out 


carefully controlled tests of the cost 
of home production as compared with 
production outside the home; applied 
not only to the home laundry, but to 
the baking of bread, canning of vege- 
tables and fruits, the quantity purchase 


and storage of food, the whole opera- 
tion of the modern electric kitchen. 

The School of Living established in 
1934 grew out of the wide interest in 
the means whereby through home pro- 
duction families of low income may 
acquire and enjoy a home of their own 
with a full equipment of modern elec- 
trical appliances. Requests for infor- 
mation and the material developed 
through the research of the School 
have grown to such a number that the 
researches have been reduced to the 
effective form of a series of educa- 
tional bulletins. 

The bulletins are based upon specific 
studies of production in typical fami- 
lies in the same income level. The 
first series of bulletins deals with 
families with incomes between $1,500 
and $3,000 yearly. 

The researches of the School of 
Living show that great numbers of 





families are actually living upon the 
plan it recommends and practising the 
new economy in various degrees. Its 
studies indicate that an increase in the 
number of these families and the de. 
liberation with which they practice qa 
domestic economy, would make all of 
them more secure as well as help to 
stabilize the business cycle. Without 
abandoning any cash-earning power, 
its experiments indicate that the aver. 
age family can shift its cash-expendi- 
tures from consumption to durable 
goods, from food and clothing to 
homes and domestic appliances. This 
new budgeting of expenditures is now 
exceptional but education may make it 
the typical budget of the future. 
The textual matter of each bulletin 
consists of about 6000 words of large, 
clearly legible type. The earnings 
from family production, as well as the 
equipment, methods and recipes upon 
which the savings have been calcu- 


lated, are clearly described. Each 
bulletin is fully documented with 
references. 


The research upon which each bul- 
letin is based is summarized in from 
six to twelve statistical tables. These 
tables furnish evidence of the eco- 
nomic soundness of the conclusions 
expressed in the text. The data used 
include university publications, gov- 
ernment bureaus, responsible private 
research agencies, and the work of 
the staff of the School of Living itself. 


HE laundry bulletin is the first to 
be issued of a series which all em- 

body this new and modern approach. 

Sixteen bulletins in all are scheduled 

for publication: 

1. How to Economize in Building 
Your Home 

2. How to Economize in Financing 
Your Home 

3. How to Economize in 

Land for Your Home 

How to Economize on Laundry 

How to Economize in Buying 

Food: A Manual on Storage and 

Refrigeration 

6. How to Economize on Bread, 

Cake and Pastry: A Manual on 

Baking at Home 

How to Economize on Canned, 

Bottled and Preserved Foods: A 

Manual on Canning and Preserv- 

ing 

8. How to Economize on Poultry 
and Eggs: A Manual on Poultry 
Keeping 

9. How to Economize on Vegetables: 
A Manual on Gardening 

10. How to Economize on Fruit: A 
Manual on Berry and Fruit Grow- 
ing 

11. How to Economize on Milk and 
Cream: A Manual on the Home 
Dairy 

12. How to Economize on Butter: A 
Manual on Butter Making 

13. How to Economize by Sewing at 
Home 

14. How to Economize by Weaving 

at Home 

. How to Economize by Knitting a 

Home 

16. How to Economize on Flour and 
Cereals: A Manual on Home Mill- 
ing of Wheat and Corn 


Buying 


we 


N 
, 


_ 
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a used 
sal Electrical dealers everywhere true-coffee flavor in the cup. 
— are now cashing in on the great Aroma and flavor depend en- 
ork of interest in coffee FRESHNESS! tirely upon delicate vegetable 
itself The LAST WORD on the sub- oils in the roasted coffee bean. 
- ject is “Grind it as you make These oils are highly evapora- 
rate it.” Sell the popular-priced tive. Once coffee is ground, they 
— Electric Mill that makes grind- begin to escape very rapidly. 
proach. ing in the home quicker and But Nature herself provides 
soos easier than measuring ground a seal for these oils in the whole 
coffee from can, bag or jar. coffee bean. Keeping coffee in 
uuilding Thousands of coffee lovers are the bean—grinding just enough 
buying on sight. Here’s an ideal for each meal—puts all the fla- 
rancing gift. It’s new—and different. vor in the cup. 
Buying Coffee Surprisingly BETTER ORDER TODAY 
aundry You can quickly demonstrate ATTRACT attention toa “cof- 
Buying how this Mill will make every fee- making appliance center” 
on aan cup of coffee BETTER. Grind with this new household Coffee 
5 a small amount of freshly Mill which is guaranteed by 
Bread, roasted coffee. Let your custo- HOBART. Increase your small 
wal on mer smell appliance profits! See your tele- 
the delight- phone directory for HOBART 
Canned, ful aroma— — telephone your order for 
as which means Mills. Or, WIRE us your order, 
resery- full,delicious as outlined in the coupon below. ° 
- | 
Poultry . inl LIF £ 5 
Poultry \ Nationally Advertised 
etables: / 
ruit: A é 
t Grow- oN 
‘ilk and coy, Ohio. 
} . Aid Division, 1611 Penn Ave., T - count 
t6 = Kitchen" 35% ais 
itter: A S E L L T * & R E A L \ cHE HOBART MFG. CO» panne Mills @ gt of 12 oF more.) 
4 bi Kitchen! eight allowed in 0. > 
ring at 55 Please ship—— eg or more. Fre 
“ KITCHENAID” MIXER =o ci.ciscom corte ae 
Veaving —_ «prices slightly 203 on KitchenAid Foo 
Thousands of enthusiastic owners KNOW that | tc of Dealer Proposition ———— 
itting at KitchenAid is the only household mixer that “DOES oO Send details © _ 
IT ALL.” Now you can sell this lower priced 1 i 
our and KitchenAid for complete electric food preparing — | NAME ae 
ne Mill to wenes who want something aenee Gan an ordi \ ADDRESS ee 
nary mixer. Retails for only $49.50.* Write for de- —— 
tails of new, profitable dealer merchandising plan. \ CIBY AND STATE pea a a —_ — 
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Cash in on the Spectacular 
Christmas Promotion Selling 
G-E Washers and Ironers 


















Cash in on General Electric's spectacular Christ- 
mas-gift national advertising campaign...telling 
33,450,215 prospective customers, in 33 days, 
to give practical G-E Washers and Ironers and 

other G-E Appliances this year. A dominant con- R 
sumer advertising program that steals the show 
for General Electric Appliances this Christmas! 
Twelve smashing advertisements, all full color,all 
double page spreads except three, in Saturday 
Evening Post, Collier’s, Liberty, Esquire, 
Good Housekeeping, American Maga- 
zine, Country Gentleman, This Week, 
American Home and American Weekly. 
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ASK TO SEE “101 WAYS” 


Ask your G-E distributor to show you merchandising ideas... interior displays 
“101 Ways to Ride In on G-E’s Christ- to turn “lookers” into buyers ... forceful 
mas Promotion”... tailor-made promo- direct mail suggestions . . . advertising 
tions for selling G-E Washers and Ironers copy slants ... electrotypes of G-E Ap- 
ond other G-E Appliances this Christmas. pliances, and slogans are yours for the 



































Crowd-stopping window displays ... asking. Call in your G-E distributor today! average 
mg cost 
Son, sho 
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ABOVE .. . One of the tenants in the Juaniata Housing Corporation's 
apartments using an electric range. 


Range Service Costs 


llc... 
In Three Years 


TRIKING evidence of the amaz- 
ingly low cost of service and 


parts on electric ranges, installed 
in a large housing development, is 
contained in a recent letter from Ed- 
ward H. Wilson, manager of the 
Juniata Park Housing Corporation in 
Philadelphia to George E. Whitwell, 
vice-president in charge of sales for the 
Philadelphia Electric Company. 
Installed since May, 1935, 200 elec- 
tric ranges and 84 hotplates (Hot- 
point) for a period of three years and 
three months, required new parts and 
materials amounting altogether to 
$99.06 at list prices erage of 
less than 11 cents per apartment. 
Inasmuch as occupancy of these par- 
ticular apartments is very high, ap- 
proximating 98 per cent for the period 
the ranges were installed and that the 
families occupying the apartments 
average 3.05 persons, the range servic- 
ing costs, in the opinion of Mr. Wil- 
son, should reflect above average re- 
pair replacements. When it is con- 
sidered that all the electrical equip- 
ment had a total of 796 surface burn- 
ers—-600 on the electric ranges and 196 
on the hotplates—and ovens were the 
standard, open-coil type, the average 





replacement service costs will be seen 
to be extremely low. No outside labor 
costs were included in the estimate. 
Mr. Wilson pointed out, as the work 
was done by mechanics on the build- 
ing project. At present, 15 aditional 
ranges are being installed to replace 
hotplates. 

A breakdown of the actual replace- 
ment parts required was as follows: 


List 
Item Price Cost 
Se ee . $2.25 $6.75 
: Sw. — 100P2 Switches.... 2.75 30.25 


" TC 2 P-21 Switch Assembly . 2.00 16.00 
3 SW 65 P2 Switch Assembly.. 2.40 7.20 
100’ 14-Gauge White Asbestos 


Covered Wire. . ; S see 1.88 

: Safety Plugs Only -75 6.00 
9 High Speed Calrod’ Surface 

hee iltcninie ceek .25 2.25 

6 Indicator Glass. . eaves 25 1.50 

12 Nuts and Bolts............. 25 .25 
100’ 3-Strand 14-Gauge 3-Color 

Asbestos Covered Wire.... ..... 6.08 

3 H7OP12 RangeCoils—Oven 2.95 8.85 
3 Y 28 PC Coils for Oven Con- 

GP cansesescccscescss: 2 6.00 
12-134 P 178 Door Handle Pivot 

alana avnws.pa <a c 10 1.20 

as 3s |) See .60 .6 
1 Y 28 Pi Contactor..... ; 4.25 4.25 
99.06 


This information should proVe par- 
ticularly interesting to Government 
and private large-scale housing proj- 
ects. 
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A Philadel- 
phia housing com- 
pany computes the 
average cost of serv- 
icing 200 ranges and 
84 hot-plates over a 


3-year period. 


BELOW . . . Some 600 electric ranges installed in this housing develop- 
ment have cost the management less than || cents a piece for service 
in three years. 





BELOW ... An exterior view of the buildings in the Juaniata Housing 
Corporation. 
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No. 224, 4 Cups No. 226, 6 Cups No. 228, 8 Cups 
Ivoroy Trim $6.95 Each 


No. 324, 4 Cups No. 326, 6 Cups No. 328, 8 Cups 
Black Trim $5.95 Each 
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Display Stand 
FREE 
to UNIVERSAL Dealers 


PAGE 27 






























vursases 1 cadership ? 


A Statement by the 
Makers of 


_ Frigidaire 
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loo 4 IV \ i LEADERSHIP is a sort of stewardship ...anen- on Frigidaire products. . . . Added to a liberal busi- 


ooo} °) = 

















trusted honor, a reward for faithful performance.It is _ ness policy are the advantages of proved selling tools 


earned not for a single day’s brilliance but rather is and sales and advertising plans to help Frigidaire 
NY (J attained only after years of rigorous application to __ selling men make more money. 

the principles of common honesty, industry and fair In its relations to the public it is necessary merely 
Q a dealing. It is not won by a sudden shifting of senti- to point to the record of engineering progress. The 

ment but by a continually growing vote of confidence famed Meter-Miser, the Cold Control, Quickube Trays, 
INVA, yj ..an almost endless series of daily elections by which Automatic Reset Defroster, porcelain-on-steel cabinet 


the leader is acknowledged. In the case of Frigidaire, | construction, Hydrators ... all these have been basic 
| the strength of its leadership lies in the daily acclaim contributions to the industry and particularly to the 
of increasing millions of users, together with the public. Even in a newer branch of its business 
steadfast loyalty of thousands of men who sell. Frigidaire has given so much undeniable value that 
An interesting fact comes to light when the electric _ it has already become a leading factor in the electric 
refrigeration business over the past few years is studied. range industry in its very first year. 
On this one fact alone may rest the reason for con- Frigidaire has continued over the years to fulfill its 
tinued leadership. There seems to be a remarkable obligation to both dealer and public. In turn, and as 
parallel between the successes Frigidaire has enjoyed _a result of performance, Frigidaire has been entrusted 
and the contributions it has made to the industry with carrying the burdens of leadership. This 
and the public alike. obligation pledges Frigidaire to those policies that 
Frigidaire is proud of its two-fold program to in- have made for leadership . . . an aggressive 
crease its usefulness to dealer and to public. It has —_ program that will contribute in a vital manner to the 
been and always will be the ceaseless aim of Frigidaire | advancement of refrigeration so that both dealer and 
to assist the dealer in building a profitable business the consumer may continue to benefit. 


A 
bd 





FRIGIDAIRE DIVISION « GENERAL MOTORS SALES CORPORATION 
DAYTON, OHIO 
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Fred Wardell, president, Eureka Vacuum Cleaner Com- 
pany, Detroit, one of the founders of the Vacuum 
Cleaner Manufacturer's Association and its first presi- 
dent, left. C. G. Frantz, president, Apex Electrical 
Manufacturing Company, Cleveland, and secretary and 


treasurer of the Association. 
vce q | 


























ABOVE 


Left to right—F. G. Hoover, vice president, 
the Hoover Company, North Canton, Ohio; A. 
H. Zirke, president, P. A. Geier Co., Cleve- 
land, and Homer Black, director and general 
counsel, the Hoover Company. 


RIGHT 


Left to right—Alfred £. Norris, president, 
Regina Corporation, Rahway, N. J.; L. © 
Pierce, secretary and treasurer, and J. H. 
Nuffer, president, Air-Way Elec. Appliance 
Corporation, Toledo; George H. Scott, presi- 
dent and general manager, Scott & Fetzer 
Co., Cleveland; P. A. Geier, chairman of the 
board and treasurer, the P. A. Geier Co., 
Cleveland, Association president from 1926 
to 1929 and just re-elected Association vice 
President; J. S. Mogenson, treasurer, Clem- 
ents Manufacturing Co., Chicago. 





Left to right—H. B. Donley, manager appli- 
ance department, Merchandising Division, 
Westinghouse Electric & Mfg. Co., Mansfield, 
O.; J. J. Downs, secretary, Clements Mfg. 
Co., Chicago, and D. E. Campbell, sales 
manager, Brever Electric Mfg. Co., Chicago. 


J. J. Downs, secretary, Clements Mfg. Co., 
Chicago, displays tinware award made him 
for being the Vacuum Cleaner Manufacturers’ 
worst golfer, while P. A. Geier, chairman of 
the board and treasurer, the P. A. Geier 
Co., Cleveland, balances award he received. 


Fred Wardell, left, one of the founders of 
the Vacuum Cleaner Manufacturers’ Associa- 
tion and its first president, poses with the 
newly re-elected president, Richard J. Sim- 
mons, vice president of the Birtman Electric 
Company, Chicago. 
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Left to right—J. C. Hunt, General Electric 
Co., Bridgeport, Conn.; J. J. Downs, secre- 
tary, Clements Manufacturing Co., Chicago; 
Fred Bissell, president, National Super Serv- 
ice Co., Toledo, and one of the founders of 
the Association, having been the first secre- 
tary and treasurer of the Association; Wil- 
liam Shaw, Association publicity director. 


EADERS in America’s _ great 
vacuum cleaner manufacturing 
business met at The Homestead Hotel, 
Hot Springs, Va., October 21-22 to 
celebrate the Silver Jubilee of the 
Vacuum Cleaner Manufacturers’ Asso- 
ciation and to honor four founding 
members who continue to be active in 
the industry and the organization. 
Fred Wardell, president of the Eu- 
reka Vacuum Cleaner Company, De- 
troit, the first president of the Asso- 
ciation, which was formed at Toledo, 
October 21, 1913, was toastmaster at 
the 25th Anniversary banquet. Fred 
Bissell, president, National Super 
Service Company, Toledo, who was 
first secretary-treasurer and is the or- 
ganization’s only honorary life mem- 
ber, participated. 
The other founders present were 
H. W. Hoover, head of The Hoover 





CLEANER MEN MEET 


Leaders Gather at Annual Convention at Hot Springs 


Company, North Canton, Ohio, and 
Adam A. Breuer, head of the Breuer 
Electrical Mfg. Co., Chicago, who, at 
the first meeting, represented the 
Clements Manufacturing Company of 
Chicago, still a member of the Asso- 
ciation. 

R. B. Wilson, executive vice-presi- 
dent and John Tuteur, vice-president, 
represented the Electric Vacuum 
Cleaner Co., Inc., Cleveland, which, 
under its previous name of the Pre- 
mier Vacuum Cleaner Company, was 
the other of the five charter members 
still on the organization’s rolls. 

Highlight of the session was the an- 
nouncement that the Association’s 
1938 unit total of floor and hand 
models is expected to reach 1,250,000, 
topped by only four other years, and 
making this year the twelfth in which 
sales have exceeded 1,000,000. Elec- 
trical vacuum cleaners now in use 
total 12,000,000, having reached a 
wired home saturation point of ap- 
proximately 50 per cent, it was de- 
clared. 

Officers and executive board were 
re-elected, these comprising president, 
R. J. Simmons, vice-president of Birt- 
man Electric Company, Chicago; vice- 
president, P. A. Geier, chairman of the 
board and treasurer, the P. A. Geier 
Co., Cleveland; secretary and treas- 
urer, C. G. Frantz, president, Apex 
Electrical Manufacturing Company, 
Cleveland; executive board, Messrs. 
Simmons, Geier, Frantz, Wardell and 
Hoover, Charles G. Groff, chairman of 
the board and president, Electrolux 
Corporation, New York, and Julius 
Tuteur, president, Electric Vacuum 
Cleaner Co., Inc., Cleveland. 


“Carpet dust has built this into a 
$50,000,000 annual industry,” said 
President Simmons. “There is fast- 
spreading realization that any vacuum 
cleaner five years old or more has 
earned honorable’ retirement and 
should be replaced by one of the far 
better models available today.” 
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Wurskers/ 


KNOW just what you are going 
to say about electric shavers. 
Who will pay $15 when a Gillette 
may be had for 15c. in Woolworths? 

They were making that remark 
when automobiles first began appear- 
ing in numbers back in 1912. Who 
would pay $1,500 for a gasoline devil 
wagon when $200 would buy a nice 
gray mare and a buggy? That blast 
was being let loose when $200 candid 
cameras were first offered to compete 
with $2 Brownies. 

Now that the electric razor is roll- 
ing along, the secondary chirp is 
heard. It’s a rich man’s toy. 

Fremont, Ohio, my friend, is no rich 
man’s town. Its 13,422 inhabitants 
snuggled down in northwest Ohio are 
not in the bucks. Yet George P. Win- 
ters of the Winters Hardware Store 
has sold some 500 electric razors in 
the last two years. That’s one razor 
to every seven families. 

Mr. Winters’ story is a short horse, 
soon curried. A combination of a free 
trial plus an impulse appeal did the 
trick. Back near the bundle counter 
stands a demonstrating stand. The 
Winters store is not a nuts, bolts and 
screws house. It specializes in appli- 
ances and house furnishings. Custom- 
ers buy gadgets and when their pur- 


» — 
Ef 


No hot water, no undressing, no 

waiting on gabby barbers—all 

these are electric razor sales in- 

ducements, George P. Winters 
declares 













If You Have Charge Accounts, 
You Can Sell Electric Shavers, 


Fremont, Ohio, Firm Finds 


Although it is called a hardware store, Winters is actually an appli- 
ance and house furnishing center. 


just coming in. 














Here's the new kitchen display 


chase is being wrapped, they follow the 
clerk to the bundle counter. There 
right before their noses is an electric 
razor demonstration. “What’s this?” 
ask the customers. 

“That’s something I’m going to have 
you take home with you, and try out,” 
replies Mr. Winters. “Don’t worry, 
this is a free trial proposition. If 
you like it well enough to keep, we'll 
bill you for it later on.” 

Now remember, George P. Winters 
has been, man and boy, all his life 
in that town. In knee pants he worked 
in the store which his dad founded 
64 years ago. About every worthwhiie 
family in town is on the books. He 
knows whom to trust with those 
razors. Such a proposition is never 
made to an account that is sour. High 
up overhead Miss Leona Pasch is able 
to flash down on him a warning look 
in case he or Vern Wright are about 
to make a mistake. 

Once the customer gets a razor at 
home, he is not permitted to return 
it for a month. If he brings it down, 
Mr. Winters sees that he trundles it 
right back home again until thirty 
days are up. For George Winters does 
not feel that anyone can get attached 
to an electric razor in less than thirty 

(Please turn to page 59) 
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Make the prospect keep a razor 

on free trial until he learns to 

run it, is the Winters motto. 

Here's the bundle counter demon- 
stration. 
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STYLE... 


.- - INSIDE 
as well as OUT 


Its smart jacket and solid Monel 
tank make the new Hotpoint electric 

















water heater a number one seller 


Here’s a new electric heater that’s sure to create 
interest in automatic hot water. Note the modern 
style, the attractive, clean-cut appearance of the 
new Hotpoint. You'll agree that this modern 
heater has what it takes . . . inside as well as out: 
For its tank is solid Monel. 


What does a Monel tank do that others don’t? 
How does the Monel tank help you get more or- 
ders? Look at the extra advantages it offers: 


1. Clean, rust free hot water... because 
Monel cannot rust. 


ekki SP ace tawk sts 


2. Safe, dependable operation . . . be- 
cause Monel is tougher and stronger 
than steel. 


3. Years of trouble-free service . . . be- 
cause Monel is tough, strong, rust 
proof and resistant to corrosion. 
(Monel tanks carry a 20-year guar- 
antee against failure from rust or 
corrosion. ) 


How to Sell More Water Heaters 


Shown below is a booklet entitled “Now, lady, 
this Monel tank...” It is designed with one pur- 
pose in mind...to help salesmen sell more water 
heaters. 

















Chock full of real sales ammunition, this book- 
let should be in the hands of every water heater 
salesman. It tells how to approach the skeptical 
prospect, how to build up a real sales story 
around the Monel tank, how to answer objections 
..-in short, how to deal with the toughest pros- 
pect and get his name on the dotted line. 


See that each of your salesmen has a copy of 
this booklet. Send for your supply today. Mail 
the coupon to: 






















ISING 








Tue INTERNATIONAL Nicket Company, INc. 
: Ste PO ek woe os a 67 Wall St., New York, N. Y. 

Hotpoint automatic electric water heater equipped with Monel tank. Made by ies f . 

Edison General Electric Appliance Co., 5600 West Taylor St., Chicago, Ill. Please sen ...........0:000+0+ copies for our salesmen. 
I osc: cscs casita dn cceuncnnshainididatine cenanaieicisbadainincmabanteaaaianaal 

“Monel” is a registered trade-mark of The 
iM International Nickel Company, Inc., which is Address.. padcebeeenencenennepeneeennsananseebendnaseuthetimedaminetate 
/MONEL\, applied to a nickel alloy containing approxi- EM 11-38 
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THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street New York, N. Y. 























mately two-thirds nickel and one-third copper. 
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STR ORIEL i BN Be A Mh To Sepa ange enor eat 


appears in 33,450,215 ads in 31 days! 


H*..; a Christmas theme you can mer- A tremendous campaign timed right on the nose! 
chandise. It is built around all G-E ap- Saturday Evening Post November 26, December 3 
pliances . . . refrigerator, range, dishwasher, Collier’s ———— 
disposal, ironer, washer, vacuum cleaner, radio This Week Senaiinens 

and many small household appliances. Make it American Weekly —— 

your own. Ask your customers to give “hours —_Liherty Decanter 20 

of freedom”. Display the G-E gifts as adver- Good Housekeeping December 

tised. Put up reprints of the advertisements. American Magazine _ December 

Make your store headquarters for Christmas’ American Home December 


most wanted gifts. Wind up 1938 in a blaze of Esquire December 


sales and profits! Country Gentleman December 


TAKE THE SAG OUT OF YOUR SALES CURVE 


TIE IN-CASH IN 


General Electric Company 
Room 1208, 570 Lexington Avenue 
New York City 


Yes Sir! I’m going after this Christmas busi- 


ness. Please tell me how to get promotional 
helps. 


‘LECTRIC 


EL 
ECTRICAL MERCHANDISING_ 
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door bell, 
might 


that 
circuit 


touch 


sé ON’T 
it’s short 
shock.” 


“You think you’ve got a prospect, 
but her husband is out of work, so 
what’s the use of talking to her.” 

“Everything is going to pot, includ- 
ing the government, so why bother 
trying to do a job.” 

And on into the day and night, 
these comments take their toll among 
we who are on the firing line, trying 
to sell electrical appliances. It gives 
us a great build up. We feel the 
almighty surge to go out and reach 
Excelsior. We really should get hot- 
ter about our grand opportunity, with 
all this belly-aching by those who are 
supposed to direct us. Like carrying 
a message to Garcia and being stopped 
each half mile by some one who is 
trying to convince us that it is use- 
less and we haven’t any message. 

Sure, the appliance industries nose- 
dived at the forefront of this year. 
The heads of too many businesses got 
to thinking about the hell of Wash- 
ington, rather than the heaven of 
helping someone live a happier life. 
The sales managers of too many com- 
panies, listening to their boss’ 
calumnious comment, believed them 
. . « particularly when bonuses began 
to be cut. 

Slim Pearsall of Illinois told me this 
last month that his greatest trouble, 
in making a living selling electrical 
appliances, was not that he couldn’t 
find prospects to interest, but to avoid 
the negative influence that filters down 
through the entire business frame- 
work. He doesn’t doubt for a mo- 
ment that enough families can be 
isolated in his neighborhood who 
need, want, and can afford what he is 
selling, to give, him the essential earn- 
ing power required to keep his fam- 
ily going; but what does matter is that 
he is being so harangued by those 
above him that he has trouble keeping 
his heart beating, and his head think- 
ing with the pounding going on. 

Slim Pearsall typifies 39 appliance 
salesmen and merchants with whom I 
have had confidential talks in the past 
month.. They are ready to go, but 
their feeling is that those above them 
are not. There seems to be a rash of 
rancor by the higher-ups which has 
swept most retailing organizations, 
damaging spirits that are most es- 
sential in a forward drive out of any 
jam. 

There is a time for encouragement 
in the high places. Positivism. Con- 
fidence. These things should be 
talked to us, and with us, when the 
going gets rough. If we think the 
Commander doesn’t believe that he 
can win the battle, why should we 
fight? We are motivated emotional- 
ly and certain things impress us 
emotionally in a manner that produces 
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a negative when we ring a doorbell. 
Why should we do it if somebody has 
convinced us that we would be shot? 

The big look-up is that, because of 
the buying hesitancy which for any 
or all reasons was a characteristic of 
the forepart of 1938, there is a lot 
of sales ground that can be made up. 

Nothing in a sales way has been 
lost. It has been merely delayed. 

Within general limits, there has 
maintained the same number of dar- 
ing males who have deviled the 
gentler sex into marrying them. 

And as in previous years, an ap- 
proximately equal number of house- 
wives have become disgusted with 
obsolete electrical appliances. 

Certainly, as before, an equivalent 
number of homemakers have wished 
for something electrically new to sup- 
plant the old-fashioned things they 
have. 

With the encouraging business up- 
turn recently, mental wishes have 
turned actual. So the months of de- 
lay which have been tough to us as 


Christmas Naturals 


joyment of her desires. If we have 
the patience, persistence and per- 
suasiveness required of us as sales- 
men, she will buy from us when she 
gets ready, whether it is today or next 
Tuesday morning. And no higher-ups 
of any kind can get her to do what 
she prefers to delay doing because of 
what are sufficient reasons at the mo- 
ment for her. The smart thing is to 
leave her with the strongest urge pos- 
sible to deliver, as to the value of the 
product, its ability to answer her 
wants, the ease with which she can 
purchase it; and leave the rest to her 
with the exception of calling back to 
see that nobody else pilfers the per- 
suasive influences which have been 
built up. 

This year there is so much for us 
to capture from a selling standpoint in 
the months ahead, because we have 
captured less than we should in the 
months behind. After all, from the na- 
tional standpoint, there are over 
2,300,000 homes which need a new 
model refrigerator or washer; or who 








appliance salesmen when we _ have 
taken it on the chin, builds up to a 
catch-up sales period ahead. 

We who pound sales pavements 
every day should know prospects’ re- 
actions. We bump into excuses why 
Mrs. Homemaker doesn’t buy at 
10:30 a.m. on our today’s contact, and 
there is nothing particular that we 
can do to change her opinion. Some 
other wish holds her back. She ex- 
plains her reason to us. But when we 
make a sales report, some sales mana- 
ger who is frightened by our seeming 
lack of performance, won’t accept 
facts which we are truly reporting. 
Since our livelihood depends upon 
getting names on the dotted line, the 
smart rule for us to follow is to 
please the prospect and to worry as 
little as possible about the subjective 
criticism. 

You can’t stop anyone from want- 
ing, and particularly electrical equip- 
ment in the home. But Mrs. Home- 


maker, as do we, finds that at times it 
is necessary to delay the actual en- 






In a season when budgets are hard- 
pressed, remember that the buying 
economies that make appliances easy 


to own give us an edge on gift business 


——By GERALD E. STEDMAN— 





are thinking of the enjoyment of a 
new electric range, or the many minor 
electric appliances. 

If you will observe in the financial 
columns of your daily paper the im- 
provement of business conditions that 
is now transpiring, particularly the 
positive headlines that encourage the 
average homemaker to forget buying 
fears, it will swarm upon you that an 
up-cycle is occurring and that again 
we boys can make the most of it. One 
of the hopeful things is, that a perma- 
nent Christmas gift of an electrical 
appliance offers wide family appeal. 

A few days ago I stopped in front 
of a Milwaukee store that had a mas- 
sive display card stating there were 
only 81 days remaining before Christ- 
mas. I talked to a fine appearing 
young man who was studying the 
appliance window display. In picking 
up a conversation, I found that of all 
the interests he and his wife had, the 
foremost was the purchase on conveni- 
ent terms of a new washer for the 
mother-in-law, and they wanted to get 


arrangements out of the way before 
facing the holiday season with the 
many things that would require a com. 
plete cash outlay. The time for appli- 
ance salesmen to capitalize upon the 
Christmas season is now, because psy- 
chology indicates that sales demanding 
cash entirely are left until the last few 
days before that happy season of the 
year. The Christmas appeal, from our 
standpoint, can be well used in mid- 
November because records indicate 
that other influences will command the 
buying decisions by early December, 

If we forget negatives, recognize 
that there is a delayed need for elec- 
trical appliances, and energize our- 
selves into commanding the greatest 
November and early December suc- 
cess in relation to the interest which 
homeowners can be made to feel in 
electrical appliances during the Christ- 
mas season, we will be helping our- 
selves more than anything that could 
be done. 

Times have been good this year. 
They are getting better. As appliance 
salesmen, though inspirationally de- 
flated, we and our families must live. 
We have been hunting for signs of 
business betterment. They are here in 
terms of general improvement of sales 
conditions. We are interested in gain- 
ing maximum sales results and earn- 
ing power to ourselves as quickly as 
possible, particularly because we want 
to enjoy the Christmas season with 
everyone else. What, then, can be done 
with all of these hindrances that we 
have faced this year, to capitalize 
upon the opportunity which frames 
itself in the next thirty days? 

Obviously, whether on the sales 
floor or in outside selling, we must 
make our presentations count. If we 
are to achieve abundant success so late 
in the year, we cannot afford to spend 
the time to call back repeatedly on a 
prospect. And we don’t need to be 
cause prospects are now positively 
toned. The single fundamental that we 
should keep in mind is to tell the most 
powerful story to the greatest number 
of people whom we have previously 
contacted and with whom we have 
spent sufficient time to discover their 
buying interest. 

The most successful presentation, 
built upon the objective of closing 
within a single sales talk, and designed 
upon the successful experience of 321 
case reports from salesmen, indicates 
the following practical points: 

(1) Be sure that you have some- 
thing to say that definitely summarizts 
the advantages of the appliance you 
are attempting to persuade the cus 
tomer to buy. The presumption is that 
you have talked with her before, 
through advertising and promotio!, 
she has heard of the product brand 
before, and you should very truthfully 

(Please turn to page 16) 
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BUSINESS SLIPPING 2 


MAYBE YOU NEED A NEW STORE FRONT 
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Ponme Coupany | 








PIT TCO Front will put new life into 
A vou business. It attracts new patrons, 
hold old ones. Electric appliance store 
owners and managers all over the country 
have found that Pittco Fronts just naturally 
draw more patronage and boost profits. 

If your sales are slowing up . . . if you feel 
you are not getting your share of the business 
in your neighborhood . :. brighten up your 
store with a Pittco Front. It’s easy to pay for; 
it almost invariably works wonders for you. 
When remodeling, consult an architect to 
assure a well-planned, economical job. Our 
staff of experts will gladly cooperate with 


him in planning a Pittco Front to suit your 
needs. 

Send the coupon, now, for our free book. 
It contains many photographs of actual 
Pittco jobs — tells what results they gave, 
shows what they cost. The Pittsburgh Time 
Payment Plan gives you two years to pay— 
20% down, the balance out of income. 

And don’t fail to see the Pittco Store Front 





HERE'S how an electric appliance store in Panama City, 
Fla. was given a beauty treatment with a Pittco Front. 
A modern, attractive Pittco Front can dress up your store, 
too—give it that “come hither” look that means more 
business and bigger profits. 





Caravan when it comes your way—our local 
branch will tell you the specific time and 
place. 


Pittsburgh Plate Glass Company 
2129X Grant Building, Pittsburgh, Pa. 


Please send me, without obligation, your new book entitled ‘Producing 
Bigger Profits with Pittco Store Fronts.’’ | 








PITTSBURGH PLATE GLASS COMPANY 
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€ROStEY IS DEFINITELY 
the CHRISTMAS Volume Line! 










































PUSH BUTTON Radio at lic 
the market’s lowest price. Nor 
Knobs on end permit manual tiene 
tuning also. Brown moulded feld 
case permits two playing posi- mill 
tions. A volume seller when anil 
properly promoted. It has say 
a wide Christmas appeal at ite 
its incredibly low price. ails 
“) 

a with 

ities 

begi 

elect 

x meaeens a a merc 

1923 

sales 

UPEINANITY | = 

year 

PUSH BUTTON, SUPERHET- sg 
ERODYNE, AC-DC, 6 TUBE 5-TUBE SUPERHETERO- “om 

































(including ballast) with 5-inch 
dynamic speaker. A real achieve- 
ment of Crosley engineers. Brown ‘ oo ~~ 
moulded cabinet of walnut finish. a <P . : = 
Introduces large vertical gold = = 
etched dial which is tuned by 
knob and push buttons are 
mounted on the top. Also in red 
and ivory at slightly higher price. 


DYNE! Astonishing radio re- 
ception and volume at an in- 
credibly low price. Push buttons 
and knob tuning. It, too, has a 
wide Christmas appeal. It’s com- 
pact — it’s efficient! In ivory 
it’s $13.99. 








6 TUBE, 2 BAND, PUSH 
BUTTON, SUPERHET- 
ERODYNE, the sensational 
Crosley “Fiver” to which en- 


gineers have added another Tl 
tube, developed more effici- clecti 
ency and housed in a beauti- inige 
fully moulded brown modern oe 
plastic cabinet. It is the sea- these 
son’s sensation if sales are any prod 
indication. In red and ivory at — 
slightly higher prices than | 
brown, which is D 

Crute 

distri 






$19.99" 


* Prices F.O. B. Cincinnali (subject lo change). TABLE MODELS, $8.99 to $39.95 
YOU'RE There WITHA izterersaena- TROUPER 
. eee 5 TUBE (including ballast) AC-DC with 


beam power output and electro-dynamic 
speaker. Brown plastic case. Illuminated 
dial. Requires no ground. Easily carried 
when travelling. Only 8 

inches long. Sensitive — 
and sharp and surprising 3) $°° 





in resonant volume — 


THE CROSLEY RADIO CORPORATION, CINCINNATI truly a mighty mite of 


Powel Crosley, Jr., President Home of WLW—“the Nation’s Station” radio. In Ivory at $9.99. 
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Selling Hall of 


Durham’s Ace 


EE C. GOODWIN, new business 
manager of the Durham Pub- 
lic Service Company in Durham, 
North Carolina, reports on the long- 
time selling feats of J. C. Crutch- 
field who has sold nearly half a 
million dollars worth of refrigerators 
and ranges in the past ten years—to 
say nothing of a large assortment of 
other appliances. We'll let Mr. Good- 
win tell it in his own words: 

“Mr Crutchfield has been connected 
with this company in various capac- 
ities for more than twenty years, 
beginning as an apprentice in our 
electric shops, serving later as a 
merchandise bill-collector and since 
1923 he has been working in our 
sales department. He has been a 
consistent producer throughout these 
years, and for the last ten years his 
merchandise sales have totaled $481,- 
431.56, as shown in the tabulation at 
bottom of page. 





J. C. CRUTCHFIELD 


“In these ten years he has sold 865 
electric ranges and 1,113 electric re- 
frigerators; and while the bulk of 
his gross sales has been derived from 
these two items, he has also been 
producing heavily in the smaller de- 
vices such as vacuum cleaners, elec- 
tric irons, toasters, radio sets, etc. 

“During the past several years Mr. 
Crutchfield has worked in the same 
district, which as of December 31, 





K. J. KOBE 


Five Premier 


HEN B. R. GATES, division 

manager of the New England 
and northeastern New York terri- 
tory for Premier Vacuum Cleaner 
Company, set up his “Good Man- 
agement” program recently, he 
announced prizes totalling $1,100 for 
his 13 branch managers. Volume, 
Mr. Gates, declared, was no criterion 
of a good vacuum cleaner operation. 
Four factors should be considered: 
high percentage of quota on sales; 
high total profit; high percentage of 
profit; and, low percentage of re- 
verts. Points were assigned cover- 


CHARLES O'MELIA 


Prize-Winners 


ing these four essentials, the prize 
money split into $500, $300, $200 
and $100 lumps, and the 13 branch 
managers got busy. 

Results: James Albertine, manager 
of the Albany, N. Y., branch, copped 
first place with highest number of 
points in all: four categories; Charles 
O’Melia of the Schenectady branch 
took second; S. H. Miller of Law- 
rence, Mass., stepped into third and 
Karl J. Kobe of the Hartford, Conn., 
division took fourth. 

Proved: Quality rather than quan- 
tity in vacuum cleaner business pays. 


S. H. MILLER 






JAMES ALBERTINE 





B. R. GATES 





1937, comprised a total of 1,907 cus- 
tomers. The district is not more 
highly favored than the average new 
business division except as it has 
been developed by his own efforts. 

“As of December 31, 1937, we had 
a total of 11,320 domestic customers. 
At that time we had installed on our 
lines 2,431 electric ranges, or a sat- 
uration of 21.5%. On this same date 
Mr. Crutchfield’s territory showed a 
saturation of slightly better than 
40.0%. 

“We have not been aggressive in the 
sale of electric water heaters for the 
reason that we do not have a com- 
petitive rate, but our saturation for 
this type of equipment totaled 1.53%, 
while Mr. Crutchfield was again in 
the lead with a saturation of 3.37%. 

“Mr. Crutchfield has topped all 
Cities Service Salesmen for the last 
ten years or more.” 








DATE RANGES REFRIGERATORS GROSS SALES 
1928 55 80 $53,135.00 
1929 50 70 49,247.00 
1930 52 80 49,831.74 
1931 56 84 45,565.08 
1932 53 90 35,378.55 
1933 63 142 39,247.82 
1934 76 TT 42,336.52 
1935 142 147 53,061.98 
1936 172 170 57,947.41 
1937 146 139 55,680.46 

Totals 865 1113 $481,431.56 
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Washer Record 





J. G. BECKER 


ITH more than 30,000 washer 

sales to his credit in 26 years, 
J. G. Becker, Maytag Regional Man- 
ager at Sioux City, S. D., believes he 
holds a record for one-man selling 
direct to dealers in a territory of equal 
size—approximately 26 counties. 

If that isn’t enough claim to dis- 
tinction, consider the fact that Mr. 
Becker has spent 26 years selling 
washers exclusively, and during that 
time, selling for the same manufac- 
turer and to many of the same dealers. 


Mr. Becker is an unassuming 
gentleman. He has no canned pep 
talks, no tricks. Tireless energy, 


straight-forward merchandising, plus 
the art of winning and holding the 
confidence of his dealers are his suc- 
cess secrets. Each and everyone of 
his dealers handle Maytag washers 
exclusively, and give him full co- 
operation. This loyalty has been won 
by the earnest cooperation which 
Becker gives his dealers. He is not 
superficial. He will take off his coat 
and help turn out a batch of clothes 
for the hard-to-convince prospect. 
Consider, if you will, that the ter- 
ritory covered by J. G. Becker has 
not been at all times a garden spot 
where washer sales flourished. In 
addition to the depression eras which 
have affected the entire country, 
South Dakota has had its drouths— 
years when money was. mighty 
scarce. Notwithstanding these handi- 
caps, the majority of Becker’s sales 
have been on the top model Maytag. 
Drouth periods were particularly 
difficult in the Sioux Falls territory, 
because it is essentially a farming 
section, and a good portion of washer 
prospects require a gas-powered 
washer. Out of 1,095 Maytags sold 
to one dealer in one year, 590 were 
gasoline Multi-Motor washers. 
When J. G. Becker began selling 
Maytags in 1909, the Maytag was a 
wooden tub washer with a wooden 
frame wringer. The farm model was 
a belt-pulley machine operated by a 


(Please turn to page 61) 
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“ROLLEX” CARPET NOZZLE 
with automatic 
suction control 
(Patent applied for) 








Hygienic Filtex Is Years Ahead 


Compare—Convince yourself that Hygienic 
Filtex is not “just another one” but a ma- 
chine far advanced in performance and 
workmanship. Designed and manufactured 
by engineers of many years successful ex- 
perience in the cylinder type vacuum field. 











NEVER FAILING PUSH-PUSH 
FOOT SWITCH 
No bending to start or shut 
off machine 











Features 


New “Rollex” Carpet Nozzle with automatic suction 
control (patent applied for). Easy to handle, with 
highest performance. 

Never failing push-push foot switch (no bending to 
start or shut off machine). 

New large floor brush with movable joint to get 
under low furniture. 

..A rubber bumper completely around the machine. 
. Eight foot, special built, strong hose (instead of seven 
foot) with swivel on both ends. 

Specially arranged grill for release of purified air 
upward into the room. 


7 


- Twenty-four foot cord, approved by Underwriters 


Laboratories, Inc. with the finest plugs obtainable, 
and new convenient winding arrangement for same. 


8. An arrangement thoughtfully designed so machine 


10. 


will stand up solidly when stored in the closet— 
saving space. 

Machine is mounted on four wheels (front wheels 
with swivel castors). 

New powerful, specially developed, 500 watt Black 
& Decker motor, 110-115 volt. Works on A.C. or 
D.C. 220 volt obtainable—no radio interference, no 
oiling necessary. (Water lift 42-45 inch.) 


And many other features 


With the outstanding value and the marvelous performance of Hygienic Filtex you can now offer your customers 
“the cleaner” they have always wanted with more profit for you and your salesman. Every user a satisfied customer. 












ASK YOUR DISTRIBUTOR OR WRITE US DIRECT 


COUPON 


THE FILTEX CORPORATION 


Manufacturers 
Jackson - 


Michigan 


Please rush sample machine, detailed sales 
plan and literature ia 


Please rush detailed sales plan, literature 
and also information on how to make addi- 
tional profits on trade-ins. [] 
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Silver Jubilee 





A special November drive on Royal 
vacuum cleaners will mark the 25th 
anniversary of Arthur H. Zirke with 
the P. A. Geier Co. He joined the 
company in 1913 and went through a 
succession of promotions until, in 1934 
he was made vice president in charge 
of sales and advertising and, in 1935, 
president of that company and Con- 
tinental Electric of Canada. 





THOMAS WINS McGRAW 
MANUFACTURERS AWARD 


NEW YORK—George C. Thomas, vice 
president and treasurer of the Thomas 
& Betts Company, Elizabeth, N. J., will 
receive the James H. McGraw Award 
Manufacturers Medal this year, accord- 
ing to Earl Whitehorne, secretary of the 
Committee of Awards. The citation ac- 
companying the Manufacturers Medal, 
acknowledges the industry’s indebtedness 
to Mr. Thomas for his constructive 
leadership in marshalling the support of 
the industry behind the promotion of 
adequate wiring, and launching the Ade- 
quate Wiring Bureau with a progressive 
program for market development. 

The award was made at a meeting of 
the National Electrical Manufacturers 
Association on October 27 at Chicago. 
The presentation was made by H. 
Crouse on behalf of the committee of 
judges composed of C. E. Swartzbaugh, 
president, Swartsbaugh Mfg. Co.; C. L. 
Pierce, Jr., president, Hubbard Mfg. Co.; 
Frank Thorton, Jr. Westinghouse Elec- 
tric & Manufacturing Company and Mr. 
Crouse. 





R.E.A. Allots Another $4,000,000 


_The Rural Electrification Administra- 
ton has announced allotments totaling 
$4,008,500 for 27 projects in 12 States. 
This brings allotments made by REA 
since it was established in 1935 to $147,- 
485,645, of which $59,705,700 has been 
allotted since July 1, 1938. 





EASY DISTRIBUTORS 
PREVIEW 1939 LINE 


SYRACUSE, N. Y.—Distributors and 
district managers of the Easy Washing 
Machine Company of this city met here 
recently to confer with sales and advertis- 
ing executives of the company on the 1939 
line of Easy washing machines and iron- 
ers. The annual meeting was conducted 
by Morton Gilde, general sales manager 
of the company, together with J. C. Nel- 
son, president. 

Highlight of the get-together was the 
introduction by Easy of a spinner model 
washer (8SS9) at $20 less than had ever 
been offered previously. 

Theme of the meeting and biggest sales 
feature of the 1939 models was new Easy 
process called “Perma-tection”. This is a 
new aluminum finish that resists the cor- 
rosive effects of hard water, strong wash- 
ing solutions and other factors that attack 
ordinary metal surfaces, and provides a 
smooth, friction-free washing surface said 
to be especially easy on clothes, does the 
wash in less time and cuts home laundry 
costs. This “gentle action” washing proc- 
ess is achieved through a series of manu- 
facturing steps: polishing raw-metal sur- 
face, chemical bath, washing, high-speed 
oven drying, second chemical bath, bak- 
ing and drying, spraying on liquid plastic, 
solidifying and baking to glass-smooth 
surface, second coating of plastic, and 
final baking to corrosion-proof finish. 

Four new wringer models were intro- 
daced to the distributors and were en- 
thusiastically received as were two spin- 
ner models. Two booklets told the 1939 
Easy story: “Planned for Your Home,” 
a booklet of new consumer appeals and 
sales ideas; and “Easy Planned Selling,” 
describing sales presentations. 





WASHER WEEK SALES EXPECTED 
TO TOTAL 60,000 UNITS 


1,000,000 Lines of Advertising 
Run 


CHICAGO—National Washer and 
Ironer Week, October 23-29, gave coun- 
trywide stimulus to home laundering ap- 
pliance selling, produced more than 
1,000,000 lines of additional special news- 
paper advertising by cooperating utilities 
and appliance dealers and will create the 
greatest single week’s laundering appli- 
ance sales volume in the industry’s his- 
tory, according to Joseph R. Bohnen, 
executive secretary, American Washer 
and Ironer Manufacturers’ Association, 
who from industry headquarters here di- 
rected the distribution of promotion sup- 
plies to manufacturers, distributors and 
retail outlets. The stock was exhausted 
ten days before the week opened. 

It is estimated that retail sales of wash- 
ers and ironers in the week will total 


Climaxing the six-day drive was the 
Association announcement that September 
factory shipments totaled 125,821, close to 
the August eleven-month high of 129,163, 
and 15.69 per cent below September, 
1937. 

“The industry steadily is going on a 
better manufacturing and sales basis,” 
Mr. Bohnen said. “Shipments for the 
first nine months of this year were 
870,901 washers, off 37.56 per cent from 
the same period of 1937, as compared to 
the 15.69 per cent decrease reported for 
September. September ironer shipments 
were 11,272, against 11,977 in August 
and off 40.97 per cent from September, 
1937. Shipments for the nine months 
were 82,581, decrease of 44.08 per cent.” 





Average retail price paid for all wash- 
ers this year is $73.21, compared to $73.63 
in the same period of 1937. 

Lever Brothers Company added 106 
newspapers in eighty-eight cities to the 
original list scheduled to carry its special 
498-line tieup advertising on Rinso, rais- 
ing the circulation total to 25,000,000. 

Special soap-washer combination dis- 
plays in grocery stores were a feature of 
the Lever national cooperation with the 
laundering appliance industry’s promo- 
tion. Rinso’s tieups also included com- 
mercials on seventeen nationwide broad- 
casts and two talks on 92-station chains 
by Secretary Bohnen and two by Presi- 
dent W. Neal Gallagher. 

“Modern engineering genius has made 
indescribable improvements in washers, 
yet prices are lower than they ever have 
been,” Mr. Bohnen said to the radio 
audiences. 

The number of women doing their 
weekly washing in household washers has 
doubled in ten years, President Gallagher 
told them. Industry employment has in- 
creased 15 per cent over 1929 and home 
laundering equipment prices have dropped 
more than a third in the same interval. 
Today more than 13,000,000 washers and 
1,300,000 ironers are being used in Amer- 
ican homes. 

In another broadcast, to the General 
Electric Farm Forum audience from 
WGY, Schenectady, Mr. Gallagher 
pointed out that the whole great growth 
of women’s clubs, parent-teacher organ- 
izations and many other civic betterment 
and social service groups dates from 
when women began using washers and 
thus gained the time for activities out- 
side their homes. 





Easy Distributors Discuss 1939 Sales Plans 






oe 


Distributors and district managers of the Easy Washing Machine Company, Syracuse, N. Y., got together recently to 


\' 


ASP 





preview the 1939 line of Easy washers and ironers and lay plans for bigger and better sales in the months to come. 
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54 Pounds of Turkey 








"Is the oven large enough to hold 
a turkey for my Thanksgiving din- 
ner?" Any dealer of Fresno, Calif., 
who was among the 100 dealers and 
salesmen who witnessed the remark- 
able demonstration of turkey cooking 
staged not long ago under the aus- 
pices of the Fresno Electrical Appli- 
ance Society, should be able to an- 
swer in the affirmative. Eighty pounds 
of turkey were cooked to perfection 
at one time in two electric range 
ovens, Miss Alice Hetzel, San Joaquin 
home economist presiding. Two of 
the birds which were baked in a 
single oven weighed together a good 
54 pounds. 


l. T. & T. TAKES OVER 
GIBSON MANUFACTUR- 
ING, SALES ABROAD 


NEW YORK—Manufacturing and 
iles companies of the International Tele- 
phone and Telegraph Corporation abroad 
have entered the electric household re- 
frigerator field as a result of a long term 


mtract arranged between International 
Standard Electric Corporation, which 
manages the greater part of I.T. & T.’s 


manufacturing and sales activities 
hroughout the world, and the Gibson 
Refrigerator Company of Greenville, 


Mi ichigan. Under the 
onal Standard Electric Corporation 
ne sales and manufacturing rights 
in foreign countries to certain of Gibson’s 
products as well as technical advice and 
assistance to enable I.T. & T. factories 
to manufacture household refrigeration 
products in foreign countries under their 

»wn trade marks and trade names. 

[his contract with the I.T. & T. 
through the International Standard Elec- 
tric Corporation provides the Gibson 

ympany with potential sales outlets in 
almost every country in the world out- 

side _of the United States and Canada, 
for LT. & T. has major factories in the 
principal countries of Europe, in Aus- 
tralia, in the Orient and assembly plants, 
ranches or sales offices in most of the 
principal cities outside of the U.S.A. and 
Canada 


MKB Selling Booklets 


NEW YORK—Two booklets to help 
retail salesmen sell electric ranges and 
electric water heaters have just been 
issued by the Modern Kitchen Bureau, 
420 Lexington Avenue, New York City, 
and may be obtained for five cents a copy. 
The first is called “A Star Salesman’s 
Recipe for Cooking Up Electric Range 
Sales” and the second is “The Electric 
Water Heater Speaks for Itself”. 
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E E | PLAN BOOK TO 
LAUNCH '39 HOME 
LIGHTING DRIVE 


NEW YORK—Dealers in home light- 
ing equipment of every kind will have an 
opportunity to stimulate their sales next 
year through a nation-wide promotion 
under the sponsorship of Edison Electric 
Institute. The program will be presented 
in Plan Book form about the first of 
December. 

The program will cover the entire 
field of home lighting equipment. Dealers 
will find in the Plan Book a storehouse 
of successful merchandising ideas that 
have increased dealer sales of portable 
lamps, fixtures and adaptors, wall lamps 
and bulbs. Utilities will find, in addition, 
suggestions for empty socket campaign, 
all-employee activities and other special 
operations. Av: ailable for the promotion 
will be the new “Prize Award” J.ES. 
lamps and many other recent develop- 
ments in the home lighting field. 

The activity was initiated in June 
through the appointment by Edison Elec- 
tric Institute of the Home Lighting 
Equipment Sales Committee, with Fred 
S. Dewey, Cincinnati Gas & Electric 
Company, as chairman. This group ap- 
pointed a Plan Committee to prepare the 
Plan Book and other promotional ma- 
terial to be used locally for stimulating 
sales 


EL PASO INCREASES EVAP- 
ORATIVE COOLER SALES 


EL PASO, TEX.—In spite of the fact 
that El Paso, Texas has this year had 
the coolest summer weather since 1882, 
local dealers report that four times the 
number of evaporative coolers were sold 
than during the extremely hot summer 
season of last year. This increase is gen- 
erally credited to the promotional work 
which has been carried on by the Evapo- 
rative Cooler Dealers Association of El 
Paso. ' 

This organization, which was formed 
early in the spring of this year, has a 
membership of from twenty-five to thirty 
local dealers and distributors. 

An initial series of educational talks 
for dealers was conducted by Jeff Hud- 
son, air conditioning and refrigeration 
engineer of the El Paso Electric Com- 
pany, W hich assisted dealers in sizing and 
typing intelligently the equipment for the 
prospective customer, thus insuring against 
the installation of undersized equipment 
with an inability to do the job for which 
it was purchased. 

In general, the public was kept inter- 
ested in evaporative coolers, with the 
resulting increase reported. O. N. Wher- 
rett, sales manager of the Electric Appli- 
ance Service Company of El Paso is 
president of the Association. 


Indianapolis Distributor Opens Retail 
Branch on Bendix 


INDIANAPOLIS, IND. — Declaring 
that Indianapolis dealers were not fully 
aware that Bendix washers were a new 
type of specialty merchandise that had 
to be sold by specialty methods, Paul D. 
Cave, president of the Specialty Dis- 
tributing Company, Indianapolis, told 
Electrical Merchandising recently that 
his house was opening a retail branch 
on Fort Wayne Avenue. In charge will 
be C. L. Kittle. 

“How retail branch will be in a posi- 
tion to give expert help to dealers and 
their prospects,” Mr. Cave said. “It will 
also act as a training house to give 
salesmen the proper chance needed to sell 
Bendix machines. A great deal of edu- 
cational work is needed with this new 
type washer. And, as before, the retail 
branch will handle service on these ma- 
chines.” 

The Specialty Distributing Company 
was recently incorporated succeeding a 
partnership. 








CONSOLIDATED CLEANER DRIVE 
HEADED FOR 30,000 UNITS 





Consolidated Edison sales employees get ready for clean-up 


NEW YORK—Consolidated 
may be up to their ears in a “Bargain 
Package” campaign which is still cur- 
rently clicking along at the rate of about 
3,000 packages a day, but they haven't 
seen fit to let that stop them from trying 
to sell 25,000 to 30,000 vacuum cleaners 
(G-E) in the meantime. The campaign, 
which is being run through dealers as 
usual, is expected to result in close to a 
million dollars worth of cleaner business. 

Launched on September 1, the cam- 
paign has “everything” behind it. Ex- 
tensive newspaper advertising, billboards, 
handbills and the combined display and 
personnel resources of General Electric, 
Consolidated Edison, the latter’s co- 
operative dealers numbering over a thou- 
sand, and three G-E cleaner distributors 
in the territory—E. B. Latham & Co., 
Royal Eastern Electrical Supply Co., 
and G. E. Supply Corp.—all these factors 
are putting on the heat to make this 
effort the most outstanding and concen- 
trated merchandising drive on cleaners 
ever conceived. It is expected that 25,000 
units will be sold by mid-November, and 
there is a possibility of the campaign’s 
being extended to the end of the year. 

The cleaner campaign overlaps the 
Edison “bargain package” campaign, and 
this makes it possible for the utility’s 
cooperating dealers to use the manpower 
and momentum of the latter drive to 
create additional sales and employment, 
according to E. F. Jeffe, Consolidated 
Edison vice-president, who worked out 
the details with Earle Poorman, G-E dis- 


Edison 


trict appliance sales manager in New 
York. ? 
A powerful factor in launching the 


drive was the placing of a broadside, ac- 
companying the electric bill, in the mail 
of two and a half million Edison cus- 
tomers in the affected territory. Through 
its cleaner specialist, J. L. St. John, Gen- 





eral Electric placed 20 girls in the 
utility’s showrooms to demonstrate and 
to take orders, while more than a hup- 
dred jobber’s salesmen followed up the 
cooperating dealers. 

When this was written, approximately 
150 cleaners were being sold each day 
off the floor of the utility showrooms, and 
about the same number of leads were 
being sent to dealers. 

“The campaign has had the effect of 
energizing cleaner sales all along the 
line,” Mr. Poorman declares. “Dealers 
who ordinarily did a $400 business are 
now doing a $4000 business as a result 
of the momentum of the drive.” 











Demonstrations in Edison showrooms feature the drive 
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APEX TO SPEND $100,000 FOR 
CLEVELAND PLANT IMPROVEMENTS 


CLEVELAN D—During the next three 
months, Apex will spend more than 
$100,000 for manufacturing improvements 
in the Cleveland, Ohio Plants, Mr. C. G. 
Frantz, President of Apex Electrical 
Mfg. Co., manufacturers of household 
cleaners, washers and ironers, today an- 
nounced. 

Plans for the construction of a com- 
plete new electric clothes washer assem- 
bly line, new machinery, tools and equip- 
ment, for increased and more efficient 
production of Apex washers have been 
approved and work is now under way. 

The new assembly line will be of the 
continuous progressive conveyor type 
patterned after the system used by auto- 
mobile manufacturers. Apex washers 
will be built complete from frame to 
crating, as they move along conveyors 
in front of the workmen. Production 
capacity will be 500 washers per 8 hour 
shift with a top of 1500 washers per 24 
hour day. This is a 25% increase over 
present production. Full operation of 
the new assembly line is planned for 
January Ist, 1939. 





C. G. Frantz, Apex president, an- 
_nounces new construction plans 


Several new innovations, in addition 
to powered belt and gravity flow con- 
veyors, will be included. Motors, tubs, 
wringers and other parts will be fed into 
the assembly line at the proper places, 
eliminating unnecessary handling. A new, 
larger wash machine, to clean and pre- 
pare parts for rust-proofing and painting 
is now being installed. New drying ovens 
to permit a more flexible use of the new 
synthetic enamel process will be con- 
structed. New sound proof inspection 
rooms will be built. When completed, 
the assembly line will be the most mod- 
ern and complete in the washer industry. 

In making this announcement, Mr. 
Frantz said: “For the past several 








months, sales of Apex Appliances have 
shown a healthy increase and as signs 
point to continued improving business 
conditions, we are convinced that now is 
the time to prepare our company to take 
full advantage of this opportunity.” 

Simultaneously with the announcement 
of the Cleveland Plant improvements, 
Mr. Frantz announced the sale of the 
Apex—Oakland, California factory. The 
new increased facilities of the Cleveland 
Plant will permit more economical 
handling of the Western States require- 
ments. Plans call for warehousing Apex 
Appliances on the West Coast, with no 
change in Sales Personnel. All manu- 
facturing processes now done in the Cali- 
fornia Plant will be transferred to Cleve- 
land. 

Mr. Frantz announced the Shell Oil 
Company of California as purchaser of 
the California property for an undis- 
closed sum. 





POLAROID TO TAKE OVER 
OWN CAMP SALES 


BOSTON—The Polaroid Corporation 
announced today that their first lighting 
unit, a desk lamp, sold heretofore by 
four licensed manufacturers of portable 
lighting equipment, will be sold direct by 
the company to selected jobbing and retail 
outlets. The new policy to become ef- 
fective immediately. , 

Walter Lown, sales manager of Polar- 
oid, announced that this change in policy 
had no bearing on licenses held by 
manufacturers in other fields including 
sun glasses and types of industrial light- 
ing equipment other than portable lamps. 

The four manufacturers who have been 
selling the lamp are Greist Manufactur- 
ing Co., New Haven, Conn., Faries Mfg. 
Co., Decatur, Ill., Mutual-Sunset Mfg. 
Co., New York, and Sight-Light Corp., 
Essex, Conn. 


Gilmer Opens New Chicago Branch 


CHICAGO—A new and direct factory 
branch in Chicago is announced by the 
L. H. Gilmer Co., makers of refrigerator 
belts, Tacony, Philadelphia. Removed 
from 665 W. Washington Blvd., the new 
address is 351-363 East Ohio Street. 

The new branch management is in 
charge of A. B. MacFarland, for five 
years assistant to the Sales Manager of 
the Company. He is assisted, in addition 
to an experienced office, warehouse, and 
sales staff, by a factory-trained mechan- 
ical engineer. 





G-E Radio Debut 





When Dorothy Thompson, famed news commentator and journalist went 
on the air with G-E's Hour of Charm girls orchestra, she was introduced to 
the radio audience by Gerard Swope, president of the General Electric 
Company. Here she is with Mr. Swope just before mike-time. 
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Spokane Dealers Show the Way 
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The electric kitchen installed in Tull & Gibbs, W. 705 First Avenue, 
Spokane, is a model of beauty 


Jensen-Byrd Company of W. 320 Riverside Avenue, Spokane, feature 
small appliances in their electric kitchen 


The Sav-a-Step electric kitchen of the Marshall-Wells Company, S. 157 
Howard Street, Spokane 


Home laundry is a feature of the Hughes & Company electric kitchen. 


They are at S. 119 Howard Street, Spokane 





Here are four of the ten model kitchens which are on display to the 
public in dealers’ stores in Spokane, Washington. In addition, ten kitchens 
have been installed in the main suburban offices of the Power Company. 
The Better Housing Committee during the past year completed plans for 
459 kitchens, many of them for prospects sent in by the dealers. A survey 
made toward the end of the year of 218 of these homes brought 185 
replies, of whom 85 reported that they had completed the kitchen as 
planned; 82 were in the process of completion; 22 were not carrying out 
the work at the present time. New lighting and wiring had been installed 
by 84, ventilating fans by 24, ranges by 43 and refrigerators by 46. A high 
percentage had made other improvements, such as painting, plastering or 
changes in plumbing. 

The program for 1938 was carried out along similar lines, with a budget 
of $8,000. This was met by a group including many different housing 
interests, lumber men, plumbers, banks, etc., with the electrical industry 
bearing its share. Last year this was 29 per cent, but this year the pro- 
portion of electrical contributions was somewhat higher, reaching 33 per 
cent. Two model homes have already been presented with attendance at 
the first reaching 5,406—and an extensive promotional program is planned 
for future months. 
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EASTERN 
News Flashes 


Polaroid Corporation is launching a 
big ad campaign to introduce the Polaroid 
“glare eliminating” desk lamp. N. W. 
Ayer is handling the insertions which 
will blossom, full-page in Time, Fortune, 
Newsweek, Sat-Eve-Post, Nation’s Busi- 
ness, others. 


Hygrade-Sylvania’s lamp division has 
just placed orders for $50,000 worth of 
new machinery, doubling the year’s ex- 
penditures. 


Robbins and Myers, Inc., Springfield, 
O0., have a new sales representative in 
Detroit—John E. Livingstone Company, 
7310 Woodward Ave. 


Gibson ranges will have several “new 
and exclusive” features, developed by 
E. A. Rutenber, says John L. Stephens, 
sales promotion head. 


What is termed a “free home demon- 
stration of electric ranges” is announced 
by Electromaster, Inc., Detroit. It con- 
sists of a complete promotion plan utiliz- 
ing a small electric roaster as the demon- 
stration “kit.” 


The International Association of 
Electrical Leagues is holding its Third 
Annual Conference November 17-19, in- 
clusive, in the auditorium of the Elec- 
trical Association of Philadelphia, 17th at 
Sansom streets. George R. Conover, 
managing director of the Association is 
president of the I. A. E. L. 





C. E. Sundberg, Chicago distributors 
of refrigerators and washers, has adopted 
group insurance amounting to $63,000 to 
cover employees. 


Frank “Pat” Kluempers, salesman for 
the St. Louis branch of Fairbanks, 
Morse & Co., won national honors re- 
cently in a drive for new dealers con- 
ducted by the company. Score two for 
Frank: he won first place last year in a 
special sales contest. 


The Great Lakes Coal & Dock Co., 
St. Paul have taken on distribution of 
Conco automatic coal stokers (Conco- 
Sampson Stoker Corp., Mendota, III.) 


In a recent contest for wholesale men 
conducted by Nash-Kelvinator, Fred 
Mekeel of Krich-Radisco (Newark) 
walked off with first place. He got a 
prize of $250. Morton Goode, Andrew 
Leach and Lloyd Dopkins of the com- 
pany also placed. 





Spencer Thermostat Co., Attleboro, 

ass. have opened an office at 110 East 
42nd St.. New York City in charge of 
J. N. Derby, Jr. 


A recent Westinghouse survey among 
1026 customers indicates, says R. C. 
Cosgrove, manager of the household re- 
frigeration department, that 60 per cent 
of purchasers had already decided upon 
the brand they were going to buy before 
negotiating with a dealer. Score one for 
National advertising. But score-two for 
the dealer who “represents our last line 


of defense” when the customer enters 
his store. 








New Lightolier Style Book 


New York—The Lightolier Company 
ainounces the publication of a new Style 


Book, the new features of which are the R AT 7 0 ty 
importance of light conditioning in the - 
ome and the trend to overhead lighting in 


the bedroom. Described as the most lav- 


ily printed catalog yet produced in the PIONEER MANUFACTURERS OF AIR-CONDITIONING EQUIPMENT 
lighting fixture business, the book is mod- SAINT PAUL MINNESOTA 


ishly bound in white plastic. 
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J. F. O'Brien 


Mr. J. F. O’Brien, Manager of the 
Advertising, Sales Promotion and Pub- 
licity Departments of the Westinghouse 
Lamp Division, Westinghouse Electric 
and Manufacturing Company; and Di- 
rector, Westinghouse New York World's 
Fair Exhibit, has resigned effective 
October 31, 1938. 

Mr. O’Brien joined the Westinghouse 
Lamp Company in February, 1920. In 
1928, he designed and built the Westing- 
house Lighting Institute in New York. 
As Advertising and Sales Promotion 
Manager he was widely known for the 
many successful Advertising and Sales 
Promotion Plans conducted by the West- 
inghouse Lamp Division for Electrical 
Dealers, Chain Stores, and Public Utili- 
ties. 

He is an authority on Fairs, Trade 
Shows, and Exhibits, having made 
studies of the Century of Progress at 
Chicago, the Great Lakes Exposition at 


Cleveland, the Dallas Exposition, and 
the Exposition Internationale at Paris, 
France. The Westinghouse Building 


now under construction at the New York 
World’s Fair, was designed under his 
direction. 

He is well known as a writer and 
speaker on Lighting, Wiring, the Appli- 
cation of Electricity to Modern Living, 
and Merchandising, having traveled ex- 
tensively for many years speaking on 
these topics to Trade and Consumer 
groups and Conventions—both within and 
without the Electrical Industry. 





J. F. O'BRIEN 


Mr. O’Brien served extensively on In- 
dustry Committees and was one of the 


Founders of the National Better Light | 


Setter Sight Bureau, and since its in- 
ception he has been a member of the 
Executive Committee. As a member of 
the Plan Committee of the National 
Adequate Wiring Bureau, he played an 
active part in its organization. 

In 1935, Mr. O’Brien was awarded a 
certificate of Honorable Mention in com- 
petition for the James H. McGraw 
Award for cooperation, for his outstand- 
ing contribution to the advancement of 
the Electrical Industry in the develop- 
ment of a technique for promoting the 
conservation of Eye Sight through the 
Better Light Better Sight Campaign. 

Besides being active on Industry Com- 
mittees, Mr. O’Brien is a member of 
many organizations, including the Asso- 
ciation of National Advertisers, Public 
Utilities Advertising Association, Elec- 
trical and Gas Association of New York, 
Inc., the American Institute of the City 
of New York, the Illuminating Engineer- 
ing Society, and others. 

After a vacation and rest Mr. O’Brien 
expects to announce a new connection 
and the continuation of many of his past 
activities. 


Public Service of N. J. 


Charles A. Stevens, former refrigera- 
tion sales manager for the Public Service 
Electric & Gas Company of New Jersey, 
has been appointed manager of all electric 
appliance sales, succeeding the late John 
L. Farrell. He has been with the com- 
pany 17 years. 

Donald K. Wright has has been named 
refrigeration sales manager, in charge of 
the electric division. 
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Rew Pasitions of the Mouth 








Kelvinator 


Appointment of Harry Parsons, widely 
known in the electric range industry, as 
sales manager of the Kelvinator range 
and water heater section, has been an- 
nounced by Henry W. Burritt, vice- 


president in charge of sales of the Kel- 
Nash-Kelvinator 


vinator Division of 
Corporation. 


HARRY PARSONS 


Prior to joining the Kelvinator organ- 
ization, Parsons served for seven years 
as vice-president and general sales man- 
ager of Walker & Pratt Manufacturing 
Company, Boston. 

Through the preceding six years, he 
was vice-president in charge of the elec- 
trical department of Landers, Frary & 
Clarke, Inc., New Britain, Conn. 


Kelvinator 


J. Nelson Stuart, until recently adver- 
tising and sales promotion manager of 
The Delaware, Lackawanna and Western 
Coal Company, has been appointed di- 
rector of advertising and sales promotion 
of the Kelvinator Division of Nash- 
Kelvinator Corporation, according to an 
announcement by Henry W. Burritt, the 
division’s vice president in 
sales. 

During his seven years with The 
Delaware, Lackawanna and Western 
Coal Co., Stuart was responsible for 
many “firsts” in the merchandising of 
solid fuel. 





J. NELSON STUART 


Among them were the introduction of 
the sound slide film for the training of 
retail personnel and the inauguration of 
a radio chain broadcast. He also set up 
training classes for the purpose of teach- 
ing retail fuel employees the fundamentals 
of dealing with customers. 

He instituted a “fifty-fifty” cooperative 
market newspaper campaign as distin- 
guished from the stereotyped “fifty-fifty” 
individual campaign. He also pioneered 
the sale of thermostats for damper con- 
trol and fire plants through retail coal 
dealers, selling a unit installed for less 
than $25.00 that compared with other 
units available at the time costing in 
excess of $100.00. 








charge of | 





He inaugurated and personally cun- 
ducted the industry’s first series of 
dramatized conventions. 


Electric Lamp & Supply 


W. I. Hansen, general manager, has 
been elevated to the position of vice 
president of the Electric Lamp & Supply 
Co. wholesale appliance distributors. 


W. |. HANSEN 


Following minor positions upon leaving 
school, he became assistant treasurer of 
the Utensils Company of Fort Wayne, 
which position he held for three years. 
At the time of leaving this organization, 
he occupied the positions of sales manager 
and assistant treasurer. The next 11 
years found him with the Hurley Ma- 
chine Company of Chicago, acting as 
district manager in charge of Cleveland, 
Schenectady, and St. Louis territories. 
He acted in this capacity until August 1, 
1936, at which time he was appointed 
general manager of the Electric Lamp & 
Supply Company, following which on 
September 15, 1938, his elevation to the 
vice presidency became effective. 


Norge 


Howard E. Blood, president of Norge 
Division, Borg-Warner Corporation, and 
executive vice president of the parent 
organization, announces the advancement 
of M. G. O’Harra from eastern sales 
manager to vice president in charge of 
sales of Norge Division, and the ad- 
vancement of P. B. Zimmerman from his 
post as vice president in charge of sales 
to that of vice president and assistant to 
the president. 

In his new position, Mr. O’Harra will 
direct the entire sales activities of Norge 
Division. He was instrumental in the 
establishment of the Norge Corporation 
of New York as a factory branch and 
directed the sales activities of Norge in 
the Eastern part of the country until 
1935, when he was brought to Detroit 
and made vice president and general sales 
manager of the Detroit Vapor Stove 
Division, Borg-Warner Corporation. In 
this capacity, he also served as sales 
manager of the Norge Range Division. 

A few months ago, Mr. O’Harra was 
again made sales manager of the Eastern 
territory, his headquarters remaining in 
Detroit. He has been closely associated 
with Norge distributors and dealers dur- 
ing the past eight years and is intimately 
known by every Norge distributor and 
by a large portion of the dealer organ- 
ization. 

Mr. Zimmerman, for the past year vice 
president in charge of sales, becomes 
Assistant to Mr. Blood and will have 
an important part in the further develop- 
ment of Norge plans which are under 
way for the future. 


Gilmer 


The L. H. Gilmer Co. announces the 
appointment of Philip J. Walsh as Dis- 
trict Manager of the Pittsburgh terri- 
tory on Gilmer Refrigerator Belts. 
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Blackstone 


C. D. Staples has just been named 
district manager of the Northern Ohio 
territory of the Blackstone Manufacturing 
Company. 

P. S. Moynihan, Blackstone’s sales 
manager, in announcing the appointment, 
paid tribute to “Stape’s” 18 years in the 
trade as sales executive for 1900 Washer 
and representative for Ironrite Ironer ang 
Edison General Electric Appliance Corp, 
“Stape” has already assumed his duties 
and has offices at 1505 Broadway, Cleve. 
land, Ohio. 


Crosley 


Herman Haas, for a number of years 
in the sales department of The Crosley 
Radio Corporation, has been appointed 
district manager in Central Ohio, Thomas 
W. Berger, general sales manager, an- 
nounced recently. 


Evans Products 


Appointment of Robert J. Young as 
service manager of the Evanoil division 
of Evans Products Company is announced 
by A. W. Shields, general sales manager. 

Mr. Young is nationally known in the 
space heater industry for his numerous 
contributions in solving the problems of 
manufacturers, both as to design as well 
as simplifying mechanism with a view to 
greater efficiency and minimizing service 





ROBERT J. YOUNG 


problems. He is highly qualified for the 
responsible position to which he has been 
appointed. 


Universal Cooler 


Mr. Frank S. McNeal, president of 
Universal Cooler Corporation, announces 
the appointment of W. H. Dennison as 
sales manager of domestic refrigeration. 





W. H. DENNISON 


Mr. Dennison for five years was sales 
manager of the Department Store Di 
vision of the Norge Division, and for the 
past year has been sales manager of the 
Detroit Vapor Stove Division, Borg- 
Warner Corporation, from which pos 


tion he resigned to accept the above 
appointment. 
Proctor 
Proctor Electric Company, Philadel- 


phia announces that Miss Ann Lame, 
3044 Kingsbridge Avenue, New York has 
been added to their list of demonstrators. 
Miss Lane will demonstrate Proctor a? 
pliances in Wanamaker’s, New York. 
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ILLIONS of Christmas lights . . . in every 

city and village in the country . . . each 

acclaiming the joys of the Christmas season .. . 

each heralding profit opportunities that NOMA 

can make yours! 

More people buy NOMA lights than any other 
make. Every home, business place, public 
institution is a prospect. Let NOMA speed your 

fc he . * 
bog Xmas sales with the widest, most popular 
assortments of standard and novelty Xmas 
I : x i h i . . . 7 . 
ge we W005)" _— lighting specialties. Powerful National Adver- 
foe ee OS Pee eeeeee eee, ae ae INSIDE NOMA LIGHTS: 15-light tising . . . brilliant, arresting displays . . . smart, 
inounces 3 decorative (No. 3415) outfit. Each 
rison as lone Cane independently. W hen colorful packages make easy to sell, create 
yeration. one lamp burns out, the others : iti 
ue lucrative profit opportunities for you. 
For 1938 NOMA INTRODUCES 
im entirely NEW kind of 
MINIATURE CHRISTMAS TREE 
A balanced rich design and deep, beautiful coloring revolu- 
tionary in the field of Christmas decorations. Miniature 
colored lamps in exactly the right places. Completely fire- 
proofed, easily stored. Ideal for store or home use. 
3 popular sizes ... 13, 22% and 31 inches high; equipped 
respectively with 10, 20 and 32 T-4 Mazda Lamps. Choice 
| of green tree with assorted colored lamps, green tree with 
4 all blue lamps, or white tree with all blue lamps. Special 
combinations on request. Will last for years. 
vas sales . . 
tore Di- Send for free beautifully illustrated Christmas lighting 
day -~ literature. NOMA ELECTRIC CO., 524 Broadway, New York City 
ar ol the 
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San Jose’s Guinea Pig Ironer Cam- 
paign, being used as a test for mer- 
chandising methods by the Electric 
Appliance Society of Northern Cali- 
fornia has suffered from the fact that 
stock has been tied up in San Fran- 
cisco warehouses by a strike covering 
the entire district. As a consequence 
advertising programs have been cur- 
tailed, but the feature of increased 
price to pay for three home demonstra- 
tions for each ironer purchased is be- 
ing maintained by all stores handling 


ironers. 
* * *& 


The Pacific Division of the National 
Electrical Wholesalers’ Assn. met this 
fall in Santa Barbara, Calif., Oct. 13 
to 15. Several closed sessions were 
followed by one open meeting to 
which all branches of the industry 
were invited. 


Continued in his position as presi- 
dent of the Electric Club of Washing- 
ton is R.U. Muffly of the Puget Sound 
Power & Light Co., Seattle. 


Honored by the San Francisco Elec- 
trical Development League by being 
elected to honorary life membership 
was Jas. A. Cranston, recently retired 
commercial vice president of the Gen- 
eral Electric Company. Mr. Cranston 
is the fourth man ever to be so hon- 
ored ‘by the San Francisco League. 
Guests of honor on this occasion in- 
cluded Jas. H. McGraw, founder and 


honorary chairman of the McGraw- 
Hill Publishing Company, James 
Henderson, president of the Hilo 


Electric Company, Hawaii, R. W. 
Turnbull, vice president and general 
manager of the Edison G. E. Appli- 
ance Company of Chicago, James B. 
Black, president and R. E. Fisher, 
vice president in charge of public rela- 
tions and sales of the Pacific Gas & 
Electric Company. P. M. Downing 
was chairman of the day and O. B. 
Caldwell, vice president and general 
manager of the Portland General Elec- 
tric Company was speaker. 


. 7 . 
The California State Fair and the 
San Joaquin County Fair this fall 
were visited by “Farmer Jones,” a 


papier-mache figure which presided 
over the exhibit of the Pacific Gas 
& Electric Company. The scene de- 
picted was set on the back porch of a 
weather beaten farm house, where 
Farmer Jones and three other ani- 
mated figures discussed (by means of 
a record) the improvements on the 
farm which had come about since the 
return of the Farmer’s son from the 
state agricultural college. The re- 
mainder of the exhibit, which con- 
sisted of displays of the farm equip- 
ment referred to, was eagerly 
examined by the crowds who had lis- 
tened to the talk. Fifty active pros- 
pects were developed through this ex- 
hibit. 
. os > 


In the Better Light-Better Sight ad- 
vertising which is being carried out by 
the Pacific Gas & Electric Company 
throughout northern California, recom- 
mendations for lamp sizes provide for 
a 200-watt lamp for reading newsprint. 
100-watts for a pin-it-up wall model 
for bed reading and 150 watts in an 
I.E.S. study lamp. A cooperative lamp 
campaign had been planned for Sept. 
19-24 for the San Francisco Bay Re- 
gion, providing for a $2.25 trade-in 
allowance for an old lamp on purchase 
of a 3-light reflector-type lamp costing 
$14.95 or more, but the campaign was 
delayed on account of the department 
store strike and the consequent diffi- 
culties of advertising. 


Through the cooperation of the 
Wesix Heater Company, dealers han- 
dling these heaters have been offering 
their customers a silver dollar in ex- 
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Western 


NEWS FLASHES 


Sells from the Kitchen 





Howard Stolper, contractor-dealer of Burbank, California, uses this 
model kitchen in his remodelled store to sell the complete electric kitchen 
idea to his customers, with the result that he has a number of all electric 
homes and at least one completely electrified apartment house to his 
credit. This latter, which is owned by Cartoonist Seeger, famous creator 
of "Popeye, the Sailor”, is electrically heated, as well as being furnished 
with an electric kitchen in each apartment. 


They Win One... 





Orkil Electric, Hartford, Conn., received this silver trophy recently for 
winning a G-E laundry equipment drive—the "Triple Play." Left to right: 
E. J. Hennessy, supervisor, home laundry sales; R. H. Roden, (G-E); J. V. 
White, (G-E); Miss Margaret McCarthy, Orkil sales promotion manager; 
H. B. Day, (G-E); O. P. Kilbourn, Orkil president; A. G. Chaffer, G-E 
home laundry sales manager; David Hays, commercial engineer; and John 
M. Wicht, manager, G-E home laundry equipment section . . . 


... And Start Another 





G-E has a new one now—the "Ship Ahoy" contest for home laundry 


distributors. Orkil Electric no sooner got through with one contest—(see 
above) than they embarked on the second. Here they are breaking a 


bottle of champagne over the nose of what they hope will be their winning 
schooner. 










change for their old heater taken jp 
trade with purchase of a Wesix heater, 
The manufacturer furnishes window 
displays, mailing pieces and newspaper 
mats and makes the necessary silver 


dollars available. Breuner’s of Sacra- 
mento are among the stores taking ad- 
vantage of this plan. 


. . . 


Norge firms in Sacramento, Calif, 
and surrounding communities haye 
urged their customers to join in the 
Norge old washer hunt which was a 
feature of Norge Washer Week. Reno, 
Nevada, has also advertised this event, 


* * « 


Breuner’s of Sacramento celebrated 
their 82nd anniversary in October with 
a sale involving a number of electrical 


specials. 
. . . 


The cooking school which is a regu- 
lar fall feature sponsored by the Fresno 
Bee recently enjoyed a program by 
Miss Alice Hetzel, home economist of 
the San Joaquin Light and Power 
Corp. A dinner prepared in a Westing- 
house roaster was the feature. A sim- 
ilar roaster is being offered as prize in 
a local food products contest which js 
being featured during October and 


November. 
_ a 


The Coast Counties Gas & Electric 
Company is devoting the fall months 
to light conditioning promotion. A 
free lamp offer is one of the means 
used to arouse interest. 


+ * * 


During its promotion of laundry 
equipment in September, the Bureau 
of Radio & Electrical Appliances of 
San Diego County, California, used 
large copy and specified that tie-in 
ads be not run on the same page of 
the papers used. They used the back- 
to-school theme by suggesting modern 
laundry equipment as a means to 
easier “home work.” The Bureau's 
sixth annual exposition is scheduled 
for November 29 to December 4. 


San Gabriel Village, the new hous- 
ing project which is being carried out 
near Los Angeles as an FHA activity 
is operated on a “customer self serve” 
sales plan, by which prospects for pur- 
chase of the 840 homes completed or 
under construction are permitted to 
snoop around for themselves. Electric 
ranges and refrigerators are on display 
in many of the kitchens. 


s**¢- 6 


The week of October 23 was washer 
and ironer week in Los Angeles as well 
as.elsewhere in the country. The Elec- 
trical Development League of Southern 
California sponsored the program. The 
Los Angeles Soap Company cooper- 
ated with the program by lending their 
two demonstrators for service during 
this period. A series of promotional 
meetings at Long Beach, Santa Monica 
and other communities in the vicinity. 
of Los Angeles prepared the local 
dealers for the activity. 


A new branch commercial _ office 
of the Los Angeles Bureau of Power 
and Light opened recently in Sat 
Fernando with an open house during 
which coffee and cookies were served 
throughout the day. The building has 
an all-glass front which makes a spec 
tacular feature at night and houses @ 
complete display of modern electric ap- 
plances. This is the seventeenth branc 
office which the Bureau maintains. 


The Sierra Pacific Company. of 
Reno, Nevada, is among the utilities 
which has been doing extensive at 
tumn advertising of Light Condition 
ing of the home. Among the loca 
firms tying in with this program, the 
Howell Electric Company varied the 
type of advertising a little by suggest 
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n in ing to home owners that they come in 
eater and consult with Mr. Tom Moltzen, 
ndow their lighting expert, on “all problems 
paper regarding fixtures, wiring and the 
silver peautification of your home through 
aera. improved lighting equipment. 
g ad- c+ 
Light Conditioning has been the 
subject of promotional advertising by 
, the Albuquerque Gas & Electric Com- 
—-. pany of Albuquerque, N. M. 
ve 
n the si es | 
Re . Rogers, credit jewelers of Phoenix, | 

es Ariz., advertised during September 

— that in order “to open 1,000 new ac- 
counts,” they would sell $12.95 6-way \. 

viii reflector lamps for $5.95. Th offer was | \\ 
an made for two days only. A 
ctrical of cu 

Ensemble selling of a complete laun- 4 

dry, including soap, clothes pins, bas- \ If you make or sell electric heating devices, you 
regu- ket and clothes line was the recent & \ : 
"resno offer of the O. S. Stapley Company of - take care of the best interests of all concerned— 
ay a rs) in specifying that the heating-elements be made 
ust of * * *@ : 
Po ° — 
an A 32-piece set of Vernon pottery he of Chromel. The outstanding characteristic of 

_ Sim- gent wih a 5650 Automatic washer A Chromel elements is their very long life. 
rize in for a limited time when purchased from 
lich is the New State Electric Company of s 
r and Phoenix, Ariz. ? 

. > . 
aA HOSKINS MANUFACTURING ‘COMPANY 

' , The Idaho Power Company has been 
lectric featuring I.E.S. lamps and major ap- A DETROIT + MICHIGAN 
nonths pliances throughout the autumn 
™ A months. An all-employee sales con- 
a test in all these departments is 

scheduled to end on the night before 

Christmas. A schedule of cooperative 

advertising with dealers has _ been 
nen planned for the Christmas period. 

ureau 
ces of wh nig 
, pm LE.S. lamps and washers and ironers 
age of occupied the center of the stage in 
4 Denver during October, to be followed 
sade by lamps and radio in November. 
on oe December will be given over to the 
nasal cooperative “Give Something Electri- 
neduled cal” advertising, in which the Public 
4 Service Company of Colorado will 
. take the lead. Denver plans a Christ- 

mas Electrical Jubilee Exposition. As 
in the past, the Electrical Development 
v_hous- League will provide posters and other 
per den printed matter free of charge. 
acticity 
; serve” es 
for pur- The new fluorescent lamp was 
eted or much to the force in the general ses- 
tted to sion program of the business building 
Electric section of the Pacific Coast Electrical 
display Association at its regional conclave 
held at San Francisco late in Septem- 
ber. Another feature of the program 
was a presentation of the playlet by 
washer Emmet Britton to promote adequate 
; as well wiring which had aroused enthusiasm 
he Elec- when produced before the electrical 
southern contractors of San Jose, Calif. <A 
am. The representative from the FHA also told 
cooper: how that program was laying the 
ing their foundation for greater sales of electri- 
> during cal home equipment. 
motional 
. Monica > 2 
vicinity. George Bakewell, Jr., formerly man- 
he local ager of the Denver Electrical League, 
and later with Hotpoint, is now spe- 
Cializing in the lighting and fixture 
fields for the Albert Sechrist Manufac- 
ul office turing Company of Denver. 
f Power 
in San * * 7 
eC —_ Vacuum cleaners and I.E.S. lamps 
din has are on the November and December 
yo program for the Southern Colorado 
toh a Power Company of Pueblo, Colo. 
ctric ap- eee 
b Ga The Mesilla Valley Electric Com- 
tains. pany of Las Cruces, New Mexico, de- 
voted October and November to pro- 
motion of better lighting and the sale 
pany of of L.E.S. lamps. 
. utilities — 
sive aur 
ondition- A $10 trade-in for old washboard or 
the loca Washer was the recent offer of the 
‘ram, the oOwers Home Appliance Company of 
aried the Salt Lake City, featuring a special on 
suggest Hotpoint washers. 
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™ Miss Nancy Finch of the Utah 
y); ( Power and Light Company is the star 
4 . as 
. 4 


performer on the radio program of 
that Company being broadcast 

7 4 : : Wednesday and Friday mornings. Sajt 

Fares’ Lake City housewives tune in to “The 

C/ 

\ 


| Home Service Program” for friendly 
\= FEATURE THE 








suggestions in homemaking. 


The Z.C.M.I. of Salt Lake City has 
been operating an L. & H. electric 
cooking school for its customers in the 
store’s own auditorium, with Mary A. 
Burgon in charge. 


THE SERGEANT 


s -*+ 6 





Auerbach’s of Salt Lake City has 
been featuring a small washer and 
ironer for business women, young 
mothers and new brides, under the 
title “laundry twins”. 


7 * . 
: A trade-in offer which allowed $3 eT 
. for your old lamp on the purchase of 
a 7-way lamp, this bringing the price elec 


to $6.95, was recently made by the 








Southeast Furniture Company of Salt 
SELF-STARTING ALARM Lake City, as a two-day special. opp 
AT * * * and 
The Montana Power Company has 
announced their advertising schedule For 
for the remainder of the year, which 
includes emphasis on radio and mazda mor 
lamps during October, I.E.S. lamps 
during November and Christmas gifts wat 
. from that time on. 
+ * . for : 
THE PERFECT CHRISTMAS GIFT Another Reddy Kilowatt home has 
been placed on display in Spokane, to S 
. Wash. The home was sponsored by 
Backed by 33, 450, 215 Ads in 31 Days a lumber company and firms furnish- can 
ing other materials advertised in con- 
nection with its showing, but it was 
by sie eaey’ 5 ili advertised as a “Reddy Kilowatt You 











Home” and special interest was shown 























by those inspecting it in the certifica- be | 
tion for adequate —- | modern 
lighting methods and the all-electric 7 
READ "EM AND REAP! [ kitchen. as 
= * . 
| ASK YOUR G-E DISTRIBUTOR ABOUT ever 
NIN ST OOD HOUSEKEEPIN The City Light Department of 
a Se INTRODUCTORY ASSORTMENT NO. 1 ah: i eee ae 
NOV. 26 AND DEC. 3 DECEMBER List Price volving See advertising ori 
and cooking demonstrations in con- rie 
COLLIER’S ESQUIRE 1 7H-94 Sergeant Alarm, black ..... . $2.95 nection with their November and De- 
| 1 7H-94 Sergeant Alarm, ivory ...... 3.50 cember drive on ranges and automatic port 
DEC. 3 AND DEC. 10 DECEMBER || = 1 7H-94-L Sergeant Alarm, black poy ie ge A Mg 3 
: : prospect contest is i o the - 
| (Luminous dial) ... "lea ii 3.95 ber of sales reported. Special feature Add 
THIS WEEK AMERICAN MAGAZINE | 1 eee eee Alarm, ivory ‘ Cartan, October was a 9 wir- th 
uminous dial) ......2ee6-. - 4.50 ing offer, a reduction o per cent e 
DECEMBER 4 DECEMBER | 1 7H-78 Acorn Alarm, brown ...... 3.95 over the usual price of $25. This 
AMERICAN WEEKLY AMERICAN HOME | 1 2H-08 Garcon Kitchen Clock, ivory .. 3.50 offer was available to dealers also. lam) 
= * > , 
| Buy these 6 clocks, plus display for only . $14.82 app. 
SENSE 1 DECEMBER | Sell them in no time at all for ...... 22.35 Taking advantage of interest in the r 
— apple harvesting season, the Puget ful j 
LIBERTY COUNTRY GENTLEMAN | Pocket this gross margin ......... $7.53 Sound Power ne Light Company 
} scheduled its fall appliance sales drive 
DECEMBER 10 DECEMBER . as a “Big Apple Contest”. Cash 
prizes and other inducements for sales- PLA 


men to sell electric ranges, water 


; 1 refri varded 
THE LOW PRICED LINE WITH 4 NEW* PROFIT OPPORTUNITIES eee ae 1 





picked”, water heaters counting six Barb 
[ 7 boxes, ranges four and refrigerators be: 
two. Replacement sales count for half ; 
in each case. The contest is being run Flori 
in two periods, the first or qualifying F 
period placing the salesman in the ur s 
“Extra Fancy,” “Fancy” or “Orchard Furn 
Run” class which determines the ) 
amount of reward he receives at the Spec 
ai close of the event. Big red apples 
GARCON “OVERSEER ACORN “BREVET ITHACA "GLADIATOR DUNCAN "VEDETTE are used on all printed matter. | The Thez 
contest ends on November 5 and car- 
3.50 5.93 3.95 6.95 2.95 6.95 4.50 3.95 ries a quota of 336 water heaters, 520 
KITCHEN OCCASIONAL ALARM OCCASIONAL OCCASIONAL ALARM OCCASIONAL ALARM ranges and 104 refrigerators. GET 
cLoOcK CLOCK CLOCK CLOCK CLOCK CLOCK CLOCK CLOCK 


. * . 

° ’ 
eth . BSEGERSS Se SURE iT s Radio shows sponsored by the Pa- 
cific Power and Light Company were 
held in 18 counties of Oveque = 
ober, 


western Washington during Oc 

with 23 showings of 1939 radios by all 
dealers. Light conditioning, maj 
appliances and Christmas gifts are om 


the schedule of this company’s adver 
tising for the remainder of the year. 
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IN NEW 


DOUBLE PROFIT 


FLUORESCENT LIGHTING 


for electrical contractors. 
dealers and jobbers 


@ The new G-E Fluorescent MAZDA lamps offer 
electrical contractors and dealers double profit 
opportunities . . . from the sale of the lamps 
and from the installation work. 


For these new lamps that give several times 
more light than MAZDA lamps of the same 
wattage and color. . . and that are 50% cooler 
for the same amount of light .. . will be limited 
to sales channels, for a considerable time, that 


can handle the necessary installation work. 


Your largest source of revenue probably will 
be from the daylight Fluorescent lamp. This 
provides the closest approach to real daylight 
ever produced at high efficiency. It offers many 
opportunities in offices, stores, shops, and fac- 
tories . . . wherever color discrimination is im- 


portant. 


Additional profit sources will also be found in 
the red, gold, pink, blue, green, and white 
lamps that offer a wide range of decorative 
applications. Mail the coupon or write for use- 
ful information today. 


PLACES WHERE THESE LAMPS CAN BE USED 


Apparel shops 


Barber and 
beauty shops 


Cocktail bars 
Dance Halls 
Hotels 
Luminous signs 


Engraving plants 
Dyeing and 

cleaning plants 
Lithograph plants 
Wall cases 


Architectural 
built-in lighting 


Florist shops 
Fur salons Mirror lighting 
Furniture stores 
Specialty shops 
Theatres 


Show cases 
Art galleries Window lighting 


Banks Printing shops 
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COLOR MATCHING 











THEATRES 


sit rour FREE copy oF THIS BOOKLET WITH USEFUL DATA 


ee 











GENERAL @ ELECTRIC 








TEAR OUT THIS COUPON NOW! 


General Electric Co., Dept. 166-EM, 
Nela Park, Cleveland, Ohio. 


Please send me, without obligation, your new booklet on G-E 
Fluorescent MAZDA lamps. 


SOPH HRT EE EHH EEE HEHEHE ESET ETE ESE HEE EEE EEE SE SEES 
Serer eee ee eeeesesersesesseeseseseseseseeseeesesese 
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THE PRODUCT PARADE 


@ In which new products and merchandise pass in review for your benefit. | 








THOR STOW-A-WAY Laundry 


Hurley Machine Div., Electric House- 
hold Utilities Corp., Cermak Road and 
54th Ave., Chicago, Ill. 


Device. Thor Stow-A-Way Kitchen 
Laundry. 

Selling Features: Washer and ironer 
can be easily stowed out of way 
under kitchen sink or kitchen table; 
extension legs adjustable to any 
desired height disappear when cabi- 
net is lowered for storage; 35 Ibs. 
of clothes an hour; aluminum safety 
wringer easy to detach, stows away 
in handy compartment at rear of 
washer cabinet equipped with cush- 
ion rolls, adjustable roll pressure, 
4 convenient wringing positions. 
Thor super agitator has 3 lower 
and 6 side fins to force 1170 water 
currents through clothes per min.; 
triple coated white porcelain enamel 
tub serves as clothes hamper when 
machine is not in use; double walled 
construction retains heat; high-speed 
pump and swinging stand pipe ex- 
tension of adjustable height. De- 
tachable aluminum § speed ironer 
with standard 26 in. chrome plated 
shoe has automatic fingertip con- 
trol; convenient pressing lever holds 
roll stationary for pressing; full 
open end; can be operated in 4 
positions; driven by washer motor 
and shaft on wringer post. All- 
white cabinet with black trim; flat, 
reversible polished aluminum cover 
may also be used as tray. 

Price: Complete with ironer unit, 
$119.90.—Electrical Merchandising, 
November, 1938. 





UNIVERSAL Coffee Makers 
Landers Frary & Clark, 


Vew Britam, Conn. 


Device New line of crystal coffee 
makers. 

Selling Features: New glass filter 
rod allows coffee to come in con- 
tact only with glass, eliminates fab- 
ric and metal of usual coffee 
filters; heat-resisting glass bowls. 
Line consists of No. 224, No. 226 
and No. 228, 4-, 6- and 8-cup 
model with Ivoroy trim. No. 324, 
326, and 328, 4-, 6- and 8-cup models 
with black trim. No. 6324, 6326 
and 6328, 4-, 6- and 8-cup capacities 
with black trim. Tray sets No. 
22602 Ivoroy trim and No. 32602 
black trim, 6-cup capacity; with 12 
in. chromium tray. 

Coffee Maker Sets 22604, Ivoroy 
trim and 32604 black trim; 6-cup 
capacity; chromium creamer, sugar 
bowl and 16-in. tray. 
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Two-unit coffee maker No. 7942, 
8-cup bowls; left unit for fast 
brewing, right unit keeps coffee at 
serving temperature. 

Four-unit coffee maker No. 794, 
8-cup bowls, end units for fast 
brewing, right unit. Keeps coffee at 
serving temperature. 


Prices: Nos, 224, 226, 228, $6.95; 


Nos. 324, 326, 328, $5.95; Nos. 
6324, 6326, 6328, $4.95; No. 22602, 
$8.50; No. 32602, $7.50; No. 22604, 
$14.95; No. 32604, $13.95; No. 7942, 
$18.95; No. 794, $39.50.—Electrical 
Merchandising, November, 1938. 





HYGIENIC Filtex 
Filtex Corp., Jackson, Mich. 


Device: Cylinder type vacuum cleaner 


and air purifier model 10. 


Selling Features: New Rollex carpet 


nozzle with automatic suction con- 
trol, easy to operate; “Push-Push” 
foot switch to start and stop ma- 
chine; new large floorbrush with 
movable joint; complete rubber 
bumper around machine; specially 
developed 500 watt Black & Decker 
motor, 110-115 volts, a.c. or d.c. 
(200 volt obtainable), gives power- 
ful suction—about 42-44 in. water 
lift; brass and chromium plated 
tubings. 


Price: $79.95 with $10 trade-in allow- 


ance (all discounts off, $69.95).— 
Electrical Merchandising, Novem- 
ber, 1938. 


Hugienic FILTEY 





MELLO-CHIME Door Chimes 


Mello Chime & Signal Co., Inc., 


220 W. 42nd St., New York City 


Models: Five new models—Aristo- 


crat, Melody, Longfellow, Mello- 
Chime Clock and Mellow-Chime 
Number-Lite. 


Selling Features: Entire line includ- 


ing long and short tube models 
will operate on regular doorbell cur- 
rent or any standard 8 volt trans- 
former through 200 ft. of secondary 
wire, saving the cost of a trans- 
former and the cost of installation, 
Aristocrat, short tube model, strikes 





2 alternate notes for front door and 
single note for rear door; avail- 
able in 4 finishes—Ivory, French 
gold, black and __ satin-chrome; 
bronze and brass or Circassian wal- 
nut.and satin-chrome. 

Melody, new design, strikes 2 notes 
for front door, 1 note for rear door 
or dinner service; available in 4 
different finishes. 

Longfellow, long tube model, also 
available in 4 finishes. 

Mello-Chime Clock, combination 
of Waltham self-starting electric 
clock and the Longfellow type 
chime; clock operates from any 
light socket; encased in 2-tone ma- 
hogany or Circassian walnut hous- 


ing. 

Mello-Chime Number-Lite, com- 
bination Number-Lite push button, 
replaces ordinary push button with 
illuminated house number and bell 
button. 


Prices: Aristocrat, 1-door type, $5.95 ; 


2-door, $6.95; Melody, 1-door, 
$3.95; 2-door, $4.95; Longfellow, 1- 
door, $7; 2-door, $8; Mellow-Chime 
clock, 1-door, $22.95; 2-door, $23.95; 
Mellow-Chime Number-Lite, No. 10 
bronze finish, $1.25; No. 10X, ham- 
mered bronze, brass or Swedish to 
match houseware, $2.85.—Electrical 
Merchandising, November, 1938. 


v 
AUTOVENT Furnace Fan 


Autovent Fan & Blower Co,. 1805 N. 


Kostner Ave., Chicago, Ill. 


Device: Designed to increase efficiency 


of warm air gravity heating sys- 
tems; booster propeller fan type 
construction; breaks up pockets in 
furnace and provides distribution 
of air by forcing circulation through 
pipes; to be installed at base of cold 
air return duct at point where it 
contacts furnace; equipped with 
patented deflector plates; forced air 
action moves heated air out of fur- 
nace and distributes it fo all rooms 
in house—Electrical Merchandis- 
ing, November, 1938. 


A } ‘ 
See 
EASY 
od 
4 
‘4 
} 


o—— 


EASY Washer 


Easy Washing Machine Corp., 
Syracuse, N. Y. 

Model: 2S9. 

Selling Features: Equipped with new 
Easy Spiralator with its advantage 
of 50% greater capacity, greater 
gentleness through use of new 
PERMA-tected washing surfaces: 
large splash proof tub—white porce- 
lain enamel inside and out; new 
sturdy wringer with baloon rolls— 
self-reversing-super safety roll stop 
—enclosed drain board; Bonderite, 
baked primer-Easy-namel finish. 

Other models included in Easy’s 
1939 washer line consist of wringer 
models—6T8, 5T9, 3T9, 1S8 and 
V8; T models are equipped with 
Easy Turbulator, S models with 
the new Easy Spiralator; Spinner 
models 7TS9, 8SS9, 9SS9; and 
VD8 and V models equipped with 
vacuum cups.—Electrical Merchan- 
dising, November, 1938. 





VICTOR Ironer 


Victor Electric Products Inc., 
712-120 Reading Road, Cincinnati, 0. 


Device: Portable Victor Mono-Matt 
ironer. 

Selling Features: Can be used on aty 
kitchen or bridge table and stored 
in closet when not in use; easy 
operate; 20 in. roll; single lever 
control for hand and knee operation 
and pressing; roll-lag action; pre 
sure adjustment.—Electrical Merch 
andising, November, 1938. 
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@ Premier Vac-Kit, the sensation of the Vacuum 
Cleaner industry this year, now offers real profits 
for dealers during the Xmas selling season. 


Virtually 101 gifts in one package, Premier Vac-Kit 
performs every household dusting job with seven 
simple attachments. 


So compact in design that it stores away easily in 
drawer or closet space, Premier Vac-Kit weighs 
less than seven Ibs., has a ball bearing motor that 
creates powerful suction for thorough dusting .. . 
Cleans upholstered furniture, draperies, car interiors 
... Dusts bare floors, baseboards, stairs, under fur- 
niture, lamp shades, shelves, drawers—even empties 
ash trays. 


Millions of mothers, wives and sweethearts know 
about Premier Vac-Kit through consistent advertising 
tun in Life . . . Good Housekeeping . .. McCalls... 
Woman's Home Companion . . . Ladies’ Home Journal 
... Hundreds of Husbands in your neighborhood will 
recognize Premier Vac-Kit as the ideal Xmas gift 
when they see it in a smashing full page ad in the 
Dec. 3rd issue of The Saturday Evening Post. 


Premier Vac-Kit is Hot .. . It has Public Acceptance; 
It has been thoroughly advertised in leading Maga- 
zines that Women read. It is easy to operate . . . Easy 
to demonstrate . . . Easy to sell. Complete Xmas 
merchandising material in the way of Window 
displays, literature and cooperative advertising is 
available to you now. 


Send in the attached coupon immediately for full 
details and attractive discounts. Get on the band 
wagon this Xmas and Profit With Premier. 


Free! 


To purchasers of 
Tt,  eremier Vac-Kit! 
This attachment 
which sprays thin 
liquids — insecti- 
cides — disinfec- 
tants — an added 
dealer help to get 
sales now. 










Built by the manufacturer of 
the Famous Premier Floor 
Cleaner. Premier Vac-Kit is 
available in attractive combina- 
tion offers that will amaze you. 


PREMIE 


tit 4 
ermel ekki. PREMIER 





























ZT VAE-KIT 
ie, Christma 
: 2 y ee | S $ 
SD as ccs Gil 
5 mais 


Christmas DOUBLE BRUSH only 12gil—= , 
counter dis- Ores DOwnE Cubans e 

‘ play on Pre- pi A pe BAG 
= mier Pic-Up. 
* The popular 
hand vacuum 
fe with motor 
driven brush. 








A beautiful Christmas background display that shows Premier 
Duplex... Premier Vac-Kit and a Premier Hand Vacuum. 


PREMIER DIVISION EM 11-38 
Electric Vacuum Cleaner Co., Inc. 


ELECTRIC VACUUM 1734 traahee Rood © Cleveland. 0. 


Rush complete information on Premier Vac-Kit fo 


CLEANER CO.- Inc. 


1734 IVANHOE ROAD e CLEVELAND, OHIO 
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HORTON THE PRODUCT PARADE 


First Every Time 








TOAST-O-LATOR 


Crocker-Wheeler Electric Mfg. Co 
Ampere, N. J. 

Device: Automatic toaster. 

Selling Features: Toast is carrie 





































through toaster, past heating ele. SPE 
ments by conveyor mechanism 3 3 
exactly the right speed for brown. Scien 
ing—speed equals that of a 2-slice J 
toaster, the manufacturer claims; 9 yodels 
slices drop from toaster when fin, HB 1C70 
ished; air-cooled base; “wind-o infra: 
spy” on side of metal case makes jt single 
possible to see how toast is pro. Supe! 
gressing ; 700 watts, 105-120 volts ultra: 
~ ma aoe a easily removed, hot 4 
simplifying cleaning and servicing: . 
LAUNDRY QUEEN AUTOMATIC eeenone va chromium and i me 
Washers black plastic finish. ae 
— Price: $14.75.—Electrical Merchan. red 
\ meme’ yA Company, dising, November, 1938. me 
Ceopy eT Newton, wa part 
a ay Ie Models: 7: X170W, X70W, 70W, prodt 
for thrift 71W, 72W, 73W, 74W. atin 
Selling Features: 71W to 74W Infra 
equipped with exclusive Automatic of th 
invertible Duo-Disc agitator, pro- can b 
viding bottom and top agitation; the 1 
X170W and X70W 6 lb. capacity; merct 
70W and 71W, 6 sheet capacity; watts 
72W, 73W and 74W, 8 sheet capac- cycle, 
ity, bullet-shaped tubs. X170W and with 
X70W equipped with Chamberlain ray | 
wringers; 70W, 71W, 72W and able 
73W equipped with Mullins ae v 0 
ers, baked white enamel with con- ultra- 
venient end reset levers. Model TELECHRON Clocks adjus 
74W has Automatic exclusive Warren Telechron Co., watts 
“magic button” safety wringer — Ashland, Mass. = 
chromium trim; drain pump avail- Models: 5 new self-starting clocks— }- 
able for all models; all models fin- ~~ : : ; diffus 
ished in gleaming white porcelain; ona, or Shield, Yachts perpe 
equipped with “Stokes” patented Selling F ar eee A easy 
ball-bearing transmission, which ‘d ing Features: Cordova for men's finish 
> assures quite, dependable and low- ressing room or den—maroon Mo § Pricos- 
“4 _ Fibs 18 cost washings; motors, tubs and rocco grain leather case with Bur- instru 
ULL TEES ati44 £95115 lids rubber mounted; lid, legs and $23.7: 
Sor Washability for Sanitation bases, baked white enamel. Stanc 
2 gas engine models—68 and 69, sunsh 
with 4 h.p. 4 -_ Briges & Strat- = 
- ton engine, complete line. esigi 
*& FIRST in APPEARANCE . . . . . with clean-cut, Prices: From $39.95 to $99.95.—Elec- $6.25 
graceful lines . . .. . extra smooth finish on all trical Merchandising, November, Nove 
castings . .. . . deep-lustre porcelain and enamel 1938. 
finishes ..... and the absence of unnecessary bulk. ¥ ide 
% FIRST in WASH-ABILITY .. . . . with rhythmic, . fe Os ae 
long-stroke agitation .... . oversize 23” tubs on | ' Herk 
most models ..... the exclusive new Kleenette for gandy numerals on a cream back- erbe 
baby’s diapers and other mid-week washings, for ground. Minstrel for living room 
sterilizing sick-room garments, for tinting and dyeing mantel or hallway—sounds hours Bf Device. 
and for dry-cleaning. and half-hours; brown mahogany ff op, 
F case with cream dial. Shield wall ng 
*% FIRST in ECONOMY ..... with low first cost, clock for small home, apartment ot J} Sip 
minimum maintenance expense and maximum life of office has solid black walnut cae fy Platte 
useful service ..... and.the exclusive Economizer with beveled ends. Yachtsman for om 
to provide true-soft water for cleaner, whiter washings the nautically minded—tambour de- to 
in 1/3 less time with 50% to 90% saving in soap. sign in brown mahogany; dial e- adits 
% FIRST in SANITATION ..... with KleenZONING _ & em circled by ship’s wheel with heat { 
age which makes it easy to keep the entire ‘ 3 cm . a tore ws peo ard 
interior of the washer—under and up inside the i G . so w # — ' i office sizzli 
agitator—spotlessly clean and hygienic, free from sranada, cyclometer type lor 0 hold 
| 





. . i cal c ic with 
mucky accumulations of germ-laden sediment. desk or library—black plastic wi 


. “ b TI led brown. jm [ord 
x FIRST in BUY-APPEAL . . . . . because of these | STEEM-ELECTRIC Iron a Se Se 


Prices: Cordova, $12.50; Minstrel, 


important Plus Features. Get the detailed profit-facts | Steem-Electric Corp., 1726 Lafayette $14.95; Shield, $6.75; Yachtsmar, 

about Horton, without obligation. Write now. Ave., St. Louis, Mo. $17.50; Granada, $7.50.—Electrica! 
HO TON MANUFACTURING co | Device: “No-Skorch Steem-Electric” Merchandising, November, 1938. 
BR % iron. = ; um ' 





FORT WAYNE, INDIANA Selling Features: No sprinkling, roll- . , ; fe 


ing or scorching clothes; steams as 


it irons; hammered cast aluminum 

water jacket; grey castings sole 
plates chromium finish inside and 
out; non-tarnishable metal trim- 
mings; specially treated wood 
handle; securely anchored soleplate ; 
operating water contents 1 pt.; 
operates on a.c. or d.c., 610 to 620 
watts; weight 6 Ibs. 


° Price: $12.95 complete with cord, 
Finest Eve ry Wa ay plug, asbestos pad, funnel.—Elec- 


trical Merchandising, November, 
1938. 

















PAGE 52 NOVEMBER, 1938—ELECTRICAL MERCHANDISING 


ELEC 





_ Carried 
ing ele- 
nism at 
- brown- 
a 2-slice 
claims: 
yhen fin- 
“wind-o- 
makes it 

iS pro- 
120 volts 
removed, 
ervicing: 
ind jet- 


M erchan- 





ks 
°0., 
x clocks— 
1, Yachts- 


for men’s 
i1roon Mo- 
with Bur- 





eam back- 
ying room 
nds hours 
mahogany 
shield wall 
artment of 
‘alnut case 
itsman 10f 
mbour de- 
+; dial et- 
with eight 
ze; strikes 
of hours. 
> for office 
lastic with 
Hed brown. 
Minstrel, 
Yachtsmat, 
—Electrica 
r, 1938. 











NDISING 


SPERT| Mercury-Arc Lamps 


Science Laboratories, Inc., 424 E. 
Fourth St., Cincinnati, O. 


Models: Table LC65 and _ pedestal 


1€70 combination ultra-violet and 
infra-red lamps; Standard SP115 
single burner ultra-violet lamp; 
Super-sunshine SC30 double burner 
ultra-violet and Professional PQ85 
hot quartz ultra-violet unit. 


Selling Features: Table and pedestal 


combination infra-red and _ ultra- 
violet combines a Sperti-type infra- 
red unit for relieving aches and 
pains and a hot mercury-arc that 
creates sunshine vitamin D and 
produces sun-tan in one unit, elimi- 
nating transformers, chokes, etc. 
Infra-red can be used independently 
of the ultra-violet, but ultra violet 
can be used only in connection with 
the infra-red; infra-red 500 watts, 
mercury tube 70 watts, total 570 
watts; operates on 110 volts 60 
cycle, a.c. Standard model equipped 
with single QZ glass ultra-violet 
ray unit; produces ozone; adjust- 
able stand; 105 watts. Super-sun- 
shine model equipped with double 
ultra-violet ray unit; arm permits 
adjustment of dome to any angle; 150 
watts. Professional model equipped 
with hot quartz mercury-arc ultra- 
violet lamp; parabolic type reflector 
diffuses rays over areas to be treated: 
perpendicular adjustment makes it 
easy to focus dome; cream enamel 
finish. 

Prices: Complete with goggles and 
instruction book: Table model, 
$23.75; Pedestal model, $29.50: 
Standard model, $34.50; Super- 
sunshine lamp, $48.50; professional 
model, $89.50; time control switch 
designed especially for Sperti lamps, 
$6.25.— Electrical Merchandising, 
November, 1938. 


v 
ZEPHYR Broiler 


Herbert Brannon, 16595 Inverness 
Ave., Detroit, Mich. 


Device: Zephyr broiler No. 66-1. 
Selling Features: Broils, grills, toasts ; 
equipped with 9x13 in. sizzling 
platter that will hold 2 good size 
steaks, 12 or more lamb chops or 
§ to 8 sandwiches; 115 volts, 1500 
Watts, a.c. or d.c.; easy to clean; 
adjustable for different heights from 
heat for fast or slow cooking ; stand- 
ard equipment includes _ broiler, 
sizzling platter, serving frame to 
Id platter, heat protector pad and 
cord set—Electrical Merchandising, 
November, 1938, ; 
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TURN AN EXTRA 
PROFIT WITH THIS 
NEW WARE 


You sell kitchen ranges. What more natural 
than for you— at the same time —to sell 
a woman the cooking-ware she needs? 



































Put in a line made of Armco Stainless 
Steel and turn an extra profit, with little extra 
work. Housewives are rapidly becoming 
conscious of the many advantages of stain- 
less steel. Its gleaming surface does not 
stain or tarnish in ordinary household use. 
Accumulations that stick stubbornly to other 
surfaces wash away more easily. 


You can tell your customers, too, that 
Armco Stainless Steel retains its glistening 
newness for many years. 


And when you show them that cooking- 
ware made of Armco Stainless carries the 
already familiar Armco triangle trade- 
mark, there are no lingering doubts of 
quality or lasting service. 


We'll be glad to tell you about the inter- 
esting profit possibilities in cooking-ware. 
made of Armco Stainless Steel. Write us 
today for information. The American 
Rolling Mill Company, 3211 Curtis Street, 
Middletown, Ohio. 





STAINLESS STEEL 












YOUR CUSTOMERS 


BIG Habe AND 


YOU MOREGabes 





ROYAL’S big value, money 
saving combinations, backed 
with complete powerful pro- 1; 
motion plans, attract buyers 
... give ROYAL Dealers extra 
sales, with full profit margin. 


Write 
7 


...for details of 
ROYAL’S Sensational 
' Combination Offers 
P—“"Wwhich enable you 
| TO MEET TODAY’s 
CONDITIONS. 

e 


| ROYAL offers you 
| everything necessary 
| 












pe 





to build a profitable 
cleaner business. 





THE P. A. GEIER CO., CLEVELAND, O. 
CONTINENTAL ELECTRIC COMPANY, LTD. 
Toronto, Ont., Canada 
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BARTON Ironers 
The Barton Corp., West Bend, Wis. 


Models: H, G and J. 
Selling Features: Cabinet model H 


has porcelain enamel table top and 
? 


folding end tables; roll 7 in. 
diam.; scratch proof shoe; Dual 
thermostat heat control — high, 
medium and low heat controls on 
each end of shoe; both roll ends 
open; G.E. motor; pilot light; heat 
switch; automatic knee and finger- 
tip controls for ironing and press- 
ing; adjustable knee control; Model 
G without cabinet top; 6 in. roll; 
automatic knee and finger-tip con- 
trols. Lower priced model J, open 
type, operated with foot pressure 
control. All models white finish with 
black trim.—Electrical Merchandis- 
ing, November, 1938. 








WESTINGHOUSE Sterilamp 


The Westinghouse Electric & Mfg. 
Co., Bloomfield, N. J. 
Device: WL-791 Sterilamp. 
Selling Feature: 10 in. hot cathode 
lamp; 4 in. diam. for operation on 
115 volt a.c. with current control 
unit similar to that used with 
fluorescent Mazdas; intended pri- 
| marily for such applications as bar- 
ber and beauty parlor sterilizing 
cabinets and small unit air steri- 
lizers. — Electrical Merchandising, 
November, 1938. 





HANDY Plug 


The Albany Sales Co. of N. Y. Inc., 
341 Madison Ave., N.Y.C 


Device: Handy plug—staggered teeth 
provide 8 contacts; wire outlet on 
side; knee-action tie-back; wires 
do not need to be stripped—just 
separated, inserted, and cap screwed 
on tightly—no tools, no screws to 
be lost, no loose connections. 

Price: 10¢ brown finish—20¢ ivory fin- 
ish_—Electrical Merchandising, No- 
vember, 1938. 


ee | 


MAYFLOWER 
Humidifier-Inhalator 


Mayflower-Lewis Corp., 
St. Paul, Minn. 
Device: Portable humidifier-inhalato, 
Selling Features: Automatically pry. 
vides proper humidity without cay 
or attention as a humidifier, and 
an inhalator where a medicant 
needed to treat respiratory disease; 
300 watt ac. dic.; delivers 1) 
b.t.u.’s ; water reservoir holds 1} g,! 
does not rise above body temper. 
ture; only water which comes 
immediate contact with element ; 
evaporated—approximately 1 pt. pe 
hr.; automatic cut-off feature js x. 
complished by means of float anj 
electrical circuit breaker—unit aytp. 
matically shuts off when water 
evaporated; weighs approximate 
20 Ibs.; 20x8x8 in.; 2 finishes; soli 
cream baked enamel for hospital ys 
and dark green crinkle for home us 
Price: $19.95 including medicant ey 
inhalator tube $5. extra.—Electric 
Merchandising, November, 1938, 


HAMILTON BEACH Cleaners 
Hamilton Beach Co., Racine, Wis. 


Models: No. 12 Standard and No. }4 
De Luxe motor-driven brush cleat- 
ers. 

Selling Features: No. 12 Standar! 
weighs only 12 Ib. 3 oz.; high-t- 
low nozzle adjustment knob; accc- 
dion type bag with wide opening; 
toe-operated handle lock. is 

No. 14 De Luxe weighs 12 Ib. ii 
oz.; ball-bearing Hamilton Beach 
motor; toe-tip 5-position _ positit 
nozzle adjustment ; wide vision flor 
light; balloon type wheels; built 
radio interference eliminator; chrc- 
mium plated handle. " 

Price: No. 12, $29.90; No. 14, $39 
—Electrical Merchandising, Noves- 
ber, 1938. 
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WESTINGHOUSE Room Unit 


Westinghouse Electric & Mfg. Co., 
Mansfield, Ohio 


Device: Self-contained, portable elec- 


trostatic air cleaner. 


Selling Features: Designed especially 


for relief of hay-fever and pollen- 
asthma sufferers, it is also applicable 
for general air cleaning in average- 
sized room; circulates 240 c.f.m. ; 
may be adjusted to draw in fresh 
air from outside or recirculate air 
in room; newly patented design 
centrifugal blower makes it quiet in 
operation; no radio interference; 
dirt particles and foreign matter in 
air are charged in an ionizing sec- 
tion and precipitated on the charged 
plates of the dirt collector cell; 
115 volts, 80 watts—Electrical 
Merchandising, November, 1938. 


¥ 





| abate iti | 
BREEZO-FIN Unit Heater 


Buffalo Forge Co., Buffalo, N. Y. 


Device: Model C Breezo-Fin unit 
heater. 

Selling Features: New casing with no 
sharp corners; rubber silencers on 
motor feet keep vibrations inaudi- 
ble; invisible threaded hangers on 
top make installation easy; high 
eficiency fan gives greater capacity 
with less “air noise”; adjustable, 
pressed steel louvers have curvature 
required to deflect heated air with 
minimum friction ;—1-piece seamless 
copper tube heater element with 
square copper fins, spaced to give 
maximum radiation; constant speed 
single phase, 3-phase or d.c. motors 
are available; 5 sizes ranging from 
12 to 14 inches—each size may be 
had with 1 or 2 row coils.—Elec- 


trical Merchandising, November, 
1938, 





1 


DELCO-FRIGIDAIRE Oil Furnace 


Delco-Frigidaire Conditioning Div., 
General Motors Sales Corp., 
Dayton, Ohio 

Device: Quick-action oil furnace. 


—_ Features: Special metal heat 
Tansmitter resembling a drum is 


Price: 


built closely around actual combus- 
tion area, similar to lamp chimney 
around an old-fashioned wick flame 
to increase combustion efficiency ; 
no fire brick or other refractory 
materials needed; streamlined fins 
also increase heat absorbing sur- 
face; water channels have been de- 
signed to eliminate angles and ob- 
structions; smooth, rounded con- 
tours facilitate rapid water move- 
ment upward, speeding up circula- 
tion or steam generation; Delco’s 
rotopower unit is standard equip- 
ment. — Electrical Merchandising, 
November, 1938. 


v 
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HANOVIA Sun Lamp 
Hanovia Chemical pe. Co., 


Newark, N. 


Device: Alpine home sun lamp. 
Selling Features: Equipped with spe- 


cially designed pure quartz mercury 
arc tube; reflector designed to give 
even distribution of ultraviolet rays 
over greater part of body; simple 
to use, plugs into any socket; gog- 
gles furnished with each lamp. 


Price: $79.50.—Electrical Merchan- 


dising, November, 1938. 


PAD 


SUNBEAM Conditioner 





Fox Furnace Div., American Radiator 


Co., Elyria, Ohio 


Device: New series No. 1100 oil 


burning air conditioning unit. 


Selling Features: Equipped with pres- 


sure type oil burner and combustion 
chamber; boiler plate steel heating 
element; kidney type _ radiator; 
baffle, welded in radiator, holds hot 
gasses within unit until products of 
combustion are thoroughly utilized; 
burner can be installed and serviced 
easily—only 4 main assemblies; uses 
No. 3 fuel oil; 20 gauge steel cabi- 
net finished in 2 tone green crystal- 
line baked enamel; 2 banks of filters 
provide ample filter area; blower ac- 
cess door may be removed during 
summer for cool, purified air—Elec- 
trical Merchandising, November, 
1938. 


v 
ELECTRO Dog House 


Electro Dog House Mfg. Co., 212 
Lowman Bldg., Seattle, Wash. 


Device: Automatic wiener cooker. 
Selling Features: Easy to operate—sim- 
ply insert needle points on ends of 
opposite electrodes into each end of 
wiener; plugs into any a.c. current; 
iron gate is an automatic switch turn- 
ing current on when closed and off 
when open. 18 in. high; base 12x7 in.; 
cooks 4 wieners at a time. 
$21.50.—Electrical Merchandis- 
ing, November, 1938. 
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ROYAL surcr.crano 


GETS.ITS NEW HIGH POWER FROM A TROUBLE-FREE 


Black & Decker 


OL_ 


EW extra-size, super-power motor—new exclusive 
patented “ADJUSTORITE” efficiency indicator 
... these are the important “standout” features of the 
new High Power Super Grand ROYAL Vacuum Cleaner, 


As its name implies, ADJUSTORITE, in coordination 
with Royal’s new larger motor, permits quick, easy ad- 
justment to insure the most effective application of the 
cleaner’s greatly increased suction power to the job of 
rug cleaning. 

In specifying the larger, more powerful motor for this 
new Royal, the engineers of The P. A. Geier Company 
turned naturally to Black & Decker—as they have been 
doing since 1915. The result—according to the Geier 
Company—is “the most powerful ROYAL ever built!” 
The Black & Decker Company is America’s most expe- 
rienced specialist in the design and manufacture of 
complete motors or series parts for vacuum cleaners. 
The cooperation of our engineers is at the disposal of 
manufacturers who may be interested in the application 
of universal motors to the improvement of their products. 


153 DANG) G's B) OS es 





THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
Specialists in the Design and Application 


of Universal Motors 
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LACKSTONF 


WASHERS — IRONERS 
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Model K-1 [above] Model 30 
Hydractor washing action Hydractor w 
Stainless steel spinner basket Safety wringer 
designed for quiet, high-speed pressure control 
yperation Simplified drive lbs Available 
mechanism, with multiple-belt drain pump. 
irive 

a 
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BLACKSTONE MFG. CO., INC., JAMESTOWN, N. 


Ly: 





Blackstone’s line enables you to 
offer an outstanding value in any 
price bracket. More than that, it 
gives you such proven sales fea- 
tures as: Hydractor Washing 
Action; Econo-Gauge Wringer 
Pressure Control; White Porcelain, 
bullet-type tubs; Bonderized pro- 
tection against rust and corrosion; 
Factory-sealed, lifetime-lubricated 
mechanism. 


Blackstone has been building top- 
quality home laundering appli- 
ances since 1871. Get the facts on 
Blackstone! 


{at right) 


ashing action 
Econo-Gauge 
Capacity 9 


with automatic 


Model 3N 
“UTILITOP" 
CABINET 
IRONER 


A deluxe, all- 
white ma - 
chine to sell 
at a popular 
price. Also 
two other, 
lower - priced 
Blackstone 
Ironers 


THE PRODUCT PaAADE 
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MANNING-BOWMAN Razor 


Manning, Bowman & Co., 
Meriden, Conn. 


Device: Manning-Bowman Zephyr 
safety razor. 

Selling Features: 4 spiral blades ro- 
tate inside a thin steel protective 
sleeve, reproducing automatically 
the keen edge, diagonal stroke and 
light touch of the barber’s blade 
shave; cutter, projecting from end 
of handle permits Zephyr to be 
held in natural position similar to 
straight razor; “guide fin” keeps 
blades always in correct cutting 
position; straight-line power de- 
livery from motor shaft, direct- 
connected to blades makes quiet 
operation.—Electrical Merchandis- 
ing, November, 1938. 


Cleaners 
Apex Rotarex Corp., Cleveland, O. 


Models: Floor cleaners 120, 121, 122; 
hand cleaners and tools, 143, 144 
Model 120. 

Selling Features: “Shaddo-lite” to il- 
luminate dark corners; 2-speed mo- 
tor: high for thorough cleaning, 
slow for light cleaning; “self-steer- 
ing handle” to save steps; “forward 
rotating brush to open nap for re- 
moval of deeply imbedded dirt; 
“pres-toe-adjustor” to adjust cleaner 
nozzle to correct height—7 different 
adjustments; oil-less ball bearing 
motor; dark blue dust bag with 
contrasting red banner. 

Model 121, “Shaddo-lite”; forward 
rotating brush; “pres-toe adjustor” 
—7 nozzle adjustments; oil-less ball 
bearing motor; baked enamel finish; 
new dark blue dust bag with vari- 
sized stars. 
Model 122, Glove-fitting handle; 
“pres-toe nozzle adjustor; nozzle 
height indicator; forward rotating 
brush; new dark blue dust bag with 
vari-sized stars; baked enamel finish. 
Model 143 hand cleaner, companion 
to floor cleaner No. 120; high polish 
aluminum nozzle, new dark blue bag 
with contrasting red banner; tools 
for cleaning furniture, draperies, 
radiators, stairs, etc. 


Device: 


Selling Features: 


_—_—_; 


Model 144 hand cleaner, companion 
to floor models 121 or 122, dark biye 
bag with vari-sized stars; tools 
optional.—Electrical Merchandising 
November, 1938. = 


v 





SERGE Intercommunicating 
Systems 


Connecticut Telephone & Electric Corp, 
Meriden, Conn. 


Personalized telephone service 
with amplifying microphones for office, 
plant or home. 

A master instrument 
may be connected with two or mor 
other stations; voice can be amplified 
to any degree; all parts portable, con- 
nected by cable which may be no 
along moulding and through doors, 
using ordinary. light outlet; 2-way 
system is composed of 2 microphon 
receivers connected to an amplifying 
unit; “call” button sets buzzer sig- 
nal ringing; “talk” button is hell 
down while talking, and released for 
listening; black or ivory molded case: 
and brass flush wall plates for wall 
types —Electrical Merchandising, No- 
vember, 1938. 


v 





CORDOMATIC Cord Reel 


Vacuum Cleaner Corp. of Americs, 
Wissahickon Ave., at Juniata St. 
Philadelphia, Pa. 


Device: Automatic appliance cotd 
control reel. — 

Selling Features: May be used 
washing machines, vacuum cleanefs 
sewing machines, lamps,, etc.; reels 
are fully enclosed, self-contained 
units ready for installation; 54 ™ 
diam., 2 in. wide will accommodate 
a cord length up to 15 ft; 
sizes available to accommodate 
to 25 ft., with constant tension 
with suitable breaking device; 
is paid out as required and ft 
trieved automatically and wound it- 

side metal container, out of, tm 

way. — Electrical | Merchandismg. 

November, 1938. 
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3 Nickels a Day 


ees CONTINUED FOM PAGE 8, ems 


“ |. It is wonderful. I love it. I 
have told all my friends about it. It 
holds enough hot water for me and I 
have four small children. By the time 
you finish with one bit of hot water 
the tank is heated again. I feel that it 
is much cheaper than heating water 
in kettles and pans on top of the elec- 
tric range. . .” 

« |. It is used for the dishes three 
times a day at least, for water to carry 
upstairs for a bath, for the washing 
machine on washday, for washing out 
small things and other uses. For 
baths, one heater full of hot water is 
plenty because it is so hot that you can 
mix a lot of cold with it. . .” 

« .. Why couldn’t they have made 
one a little larger. If it was just twice 
the size—twelve quarts instead of six. 
For a small family you would not 
need a larger heater. If it was on all 
the time there would be plenty of hot 
water for them. What I should like 
to have is another heater, one in the 
bathroom and one in the kitchen. We 
have a family of eight (perhaps nine). 
It heats the water up in about twelve 
minutes just as they said it would. It 
is so hot you couldn’t put your fingers 
under the water. . .” 

“... I thought it was a good thing 
because last summer it was so hot in 
the kitchen when I have a fire in the 
small stove in order to heat the water 
tank.... The times I’ve used it I 
would say that it is exactly as the man 
told me it would be. I would praise it 
right up from the top to the bottom. 
I don’t consider that I wasted my 
money. I declare it is a good invest- 
ment. . .” 

“,.. The electric heater has given 
us excellent service—haven’t had to 
heat any water on the range since it 
was installed. Use it to insure a con- 
stant supply of hot water at the sink 
for scalding dishes. It is used along 
with pot stove heater and furnace coil. 
..+ We also use it to start the vegeta- 
bles cooking, etc... .” 


Specifications 


Those are just a few of the samples 
of testimonials from users of the 14 
gallon, non-pressure water heater. An 
hour’s test on the heater (which is 
manufactured by Hynes & Cox Elec- 
tric Corp., Albany, N. Y.) showed a 
rating of 1,400 watts, 6.08 gallons of 
water drawn, inlet temperature of 41 
degrees and outlet of 135 degrees (94 
degrees temperature rise). On a stand- 
by test of 24 hours, in a room with an 
average temperature of 73 degrees, 
the heater consumed 3/10 of a kilo- 
watt-hour. 

Certainly, the combination of this 
dlectric water heater, the “electric 
oven” and a small refrigerator, Central 
Hudson have brought those basic com- 
lorts of electricity into the lives of an 
astonishing number of customers who 
might ordinarily be reckoned beyond 
the pale of appliance ownership. These 
may not be the streamlined kitchens 
such as larger-income families can af- 
lord, but the basic services are none- 
theless electric. These customers, too, 
have all the pride of electric kitchen 
ownership. And the ball keeps rolling. 












No.12 
WEIGHS ONLY 
12 LBS. 307. 
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sw) VACUUM CLEANERS {1 


HAMILTON BEACH 
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No. 14 
WEIGHS ONLY 
I2LBS.130Z. 


x 
ii € 


NOZZLE 14 INCHES WIDE 





23% SQUARE INCHES ON THE RUG 


New No. 12 staNDARD MODEL 


A full size, big capacity, 14” motor-driven brush 
cleaner with remarkable lightness in weight for easy 
carrying and fast, tireless operation. It is powered 
by the famous Hamilton Beach motor and has all 
the noted Hamilton Beach construction features for 
thorough cleaning and long dependable service. It’s 
a great cleaner value that sells on its merits at 


a price that attracts the most modest .90 
a + <« * «es $29 


New No. 14 peELUXE MODEL 


The deluxe model, built on the same principle as 
the standard No. 12, has new, outstanding lightness 
and ease of handling . . . plus all the well-known, 
up-to-date features (floor light, tip-toe nozzle ad- 
justment, powerful Hamilton Beach ball-bearing 
motor and many other refinements). Here, indeed, 
is a finer cleaner that will appeal to your quality 


prospects . . . yet is priced to retail $3 975 


at only 


These two cleaners are made-to-order for fast over-the-counter sales. Here 
is what they give you to sell: Extreme lightness of weight—sought for by 
housewives everywhere . . . Larger cleaning area with new ease of han- 
dling and control . . . Beating-sweeping-suction action for thorough clean- 


ing ability . . . Precision, power and rugged simplicity for long, dependable 


service. 


These two great cleaner values—backed by Hamilton Beach’s 


experience of manufacturing quality products—give you a rare combina- 
tion of strong selling points . . . high quality and low price. Order cleaners 
from your jobbers. Write us direct for complete dealer sales helps. 


HAMILTON BEACH CO., Division of Scovill Manufacturing Co.., 


RACINE, WIS. 


HAMILTON BEACH 


VACUUM CLEANERS 
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Whiskers! 


ees CONTINUED FROM PAGE 30 comme 


jays. Once a month is by, he bills 
them for them and in nearly every case 
the deal sticks. 


1. Best customers for electric razors 
are men in a hurry such as doctors 
and so forth. One doctor has three 
razors, one for home, one for car, 
one for office. 


2. Second best bets are fellows with 
ender beards or these blue black 
whiskers that show through the skin so 
badly. 

3. Next best prospect is a man with 
, family of daughters. Despite all 
protests to the contrary, women folks 
are always using the old man’s razor 
on the sly, and the result it is per- 
getually dull. An electric razor clears 
up this difficulty perfectly. 


75 Per Cent to Men 


“Of the 500 razors we have sold,” 
Mr. Winters told Electrical Merchan- 
dising, “about 75 per cent were sold to 
men and 25 per cent to women. Forty 
yer cent of our total sales were made 
around the holidays. Not every deal 
wasacash one. Fully a fourth of our 
customers bought razors on a 90 day 
basis, and were charged six per cent 
for the time payment set-up. We 
jid not make out finance papers on 
these items, simply carried them along 
o open accounts.” 

“Of the 500 sold—some 200 have 
been in for repairs. The majority of 
these were broken by dropping. I 
think about two razors a week come 
in to be fixed up and we have had 
tosend about 30 per cent of our repair 
jobs back to the factory for fixing.” 


HE electrical razor is purely im- 

pulse merchandise, in Mr. Winters 
opinion, aside from its gift value. A 
demonstration is necessary, and any of 
the four boys in the store are ready 
to shave themselves without a mirror 
—on short notice in order to gratify 
customer curiosity. 

In the window up-front a number of 
brands of electric razors are carried. 
Mr. Winters feels it helps his sales 
ak to be able to say “pick out any 
kind you want, we sell them all.” 


More Than Hardware 


Listed as a hardware store, Winters 
actually runs an electrical appliance 
organization. A big GE kitchen was 
king set up when your correspondent 
called, upstairs is an appliance sales 
oom with a hall seating 350, and the 
management frequently puts on a home 
economics show. 

There has been a decided attempt 
made to attract feminine trade. Down 
iront, until recently, was a free ice 
vater fountain. There is a commo- 
Hous rest room, and the place is filled 
with all the gadgets dear to a house- 
wife's heart. The better trade is at- 
‘acted by such items as Rittenhouse 
‘ames, Telechron clocks, brass and- 
tons and all the finishing touches for 
‘home. 

Five salesmen are kept busy, and 
“tually all of them declare that the 
"ay to sell electrical shavers is to let 
“em win homes for themselves. 
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Your public is curtous about 







DO YOU 
DO 
HOUSE WIRING? 











DO YOU 
INSTALL 
ALARM SYSTEMS? 







WHAT ADVERTISED 
BRANDS DO YOU 
CARRY? 






DO YOU 
SELL 
USED MOTORS? 












—and HERE’S the 
place they go for 
information ... 


Do you give prospective buyers complete in- 
formation about your business in your Class- 
ified Telephone Directory advertising? Do you 
answer such questions as those shown above? 

It is important to do so, when you consider 
that more than 90% of telephone subscribers 
refer to the Classified to help them with their 
buying problems. Here is a typical case: 

A Stamford, Conn., woman influenced by 


Frigidaire’s magazine and newspaper advertis- 


Dealers find it pays to be adequately repre- 


ing looked in the ‘yellow pages’ for an author- sented in the ‘yellow pages’. Why not 


ized dealer. She found one listed under “Frigid- talk it over with the Directory man 


aire Refrigerators” and purchased a Frigidaire. 





in your telephone business office? 
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N OW the  Hankscraft 
Automatic [Electric Egg 
Cookers and Egg Service 














Sets shown here are offered 
in three attractive pastel 
shades — green, blue and 
ivory — giving them added 
eye appeal and display ef- 
fectiveness. For volume 
sales show all three colors. 


EGG SERVICE SET 


This beautifully matched set includes No. 815 
Egg Cooker with boiling tray and poaching 
dish, four double egg 
cups and flashing chrome 
service tray. Cooker alone 
retails for $3.95. 





































and sincerely, without waste of words, 
mention the advantages to her of buy- 
ing; dealing with those essential ele- 
ments that would make her feel that 
she has a talkable advantage. 

(2) As you talk with the prospect, 
put something into her hands so that 
her motor impulses will not become 
involved in her thinking activity. 
Leading psychologists have long said 
that one of the distractions in getting 
over any thought is that the motor ac- 
tivities of hands, feet or body distract 
attention from what is being mentally 
received. If, on the sales floor, have 
her sit down and give her something 
to handle. If approaching at the front 
| door, offer something that should be 
placed in her hands. 

(3) Do not waste time in details of 
selling arguments. As soon as an 
agreement has been made on a funda- 
mental point, leave it. The single 
dominant sales advantage is the thing 
to stress. Nothing, in terms of closing 

| technique, more irritates a woman or 
|a man than to have a salesman. waste 


i Bab y Bottle Bottle Warmer Bottle Warmer Bottle Warmer |time in reviewing something that is 
terilizer No.706 Set No. 7751-B No. 775-B No. 673-B | slveady known, or what has teen sald 


: | before. 











Model 
No. 794-B 


Model No. 8151 
MODEL 794 EGG COOKER 


A Standout value is this four-egg cooker with its grace- 
ful lines, attractive colors and flashing chrome dome. 
Packaged in handsome display carton. Special service 
set including this cooker, four egg cups and tray, Model 
No. 800-B, retails at only $3.95. 
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FOR 


LIST PRICES 


Clock and Heater $13.90 
Heater, only $7.95 
Timer-Clock, only $5.95 


@ The EVERHOT Electric Room Heater 
is now offered in low-cost combination with 
the new Timer-Clock which turns current 
on and off within 15 minutes to 21'% hours’ 
time range... The EVERHOT heater’s 
“chimney principle” means quick warmth 
throughout any room... glowing comfort 
ready and waiting automatically when- 
ever and wherever wanted. .. No moving 
parts. Approved grill. Safe for children. 
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T-I-M-E-D HEAT wuts the 


€VERHOT 


Ain-Glow 
ELECTRIC 
ROOM HEATER 


Just what they’re looking for 

- +. to please wives, mothers 

and the whole family with a 
new, novel, thrilling gift. 


Two finishes, Havana Brown and Harvest 
Cream. .. Timer-Clock assures economy. 
Guards against forgetting to turn heater 
off when leaving the house. The clock 
easily detaches for time control of electric 
roasters, coffee makers, sun lamps, lights, 
air conditioners, radios, etc. Write today 
for complete information on models, dis- 
counts, dealer helps and the name of your 
EVERHOT jobber. 


THE SWARTZBAUGH MFG. CO. - TOLEDO, OHIO 












(4) Commit the prospect to an 
agreement on one fundamental advan- 
tage, which you have convinced her 
will be greater than what she will have 
to pay, bearing in mind that you 
should present forcefully to her the 
self-financing ability of the product, if 


Christmas Naturals 





| 


you have evidence from the standpoin: 
of use-savings to fortify it; or th 
easy credit terms by which it cap he 
owned. 

One consideration in the Verage 
feminine mind is that with Christm; 
coming on, and the display of the fay 
that there are only a certain numbe 
of shopping days before it, she wo. 
ders whether her budget will hold oy 
This is true, companionately, of th 
financial head of the household who j 
wondering whether all of the bills thy 
might accrue will be within his ability 
to pay. So, although there is a greate, 
desire to buy electrical appliances 
this season, even though the month 
sales curve does not indicate it, ther 
is the worry as to whether they ca 
be afforded. And if we will focus upon 
the buying economics that make sue} 
purchases wise and easy to own, they 
we can expect to close a sale, 

The market is here. The need i 
here. The ability to buy is here. The 
want is here. The positive provon. 
tiveness that should make somebody 
in the average family desire to buy a 
appliance as a permanent expression 
of love on Christmas time, is here, § 
let’s forget the problems of gloom ani 
all of the negatives that might provid 
alibis for not performing. Let’s w 
out in November to win for ourselve; 
by determining to organize mor 
powerful sales presentations in 4 
single call. 


Cooking Comparisons 





the Power Company’s name, the Com- 
pany agreed to share on a fifty-fifty 
basis, the cost of electric range ad- 
vertising carried during the campaign 
over the name of retail members of 
the Institute. The total cost of this 
space during the campaign will ap- 
proximate $7,000.00. The Power Com- 
pany is also preparing a very attrac- 
tive two-color “testimonial” booklet 
which cites specific cases of users of 
electric ranges with their bills and 
statements from those users as to 
the economy of electric cooking. The 
story of “Flameless Cooking” and 
“Buy A P.A. Range” is also featured 
on the back of the Power Company’s 
light bills sent out during the month 
of September and on the outside of 
each of the 300,000 envelopes used by 
the Power Company during the months 
of September and October. 

During the campaign, the Institute 
will continue to sponsor a series of 
cooking schools. A large number of 
these schools will be held in the stores 
of dealer members and four have been 
arranged to be held in outlying movie 
theaters. These schools are handled 
by the Home Economics Department 
of the Institute. 

As a means of securing immediate 
action among prospects, an intensified 
campaign with special offers will be 
featured during the seven weeks from 
October 3rd to November 19th. These 
special offers include a thirty-day free 
trial of Flameless Cooking in any 
prospect’s home on the Power Com- 
pany lines or an allowance for the old 
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stove. Allowances are available either 
as $15.00 in cash or a six-piece set oi 
aluminum ware. No trade-in allow 
ances are offered where ranges at 
installed on trial. This makes it po 
sible for a salesman to practically close 
a sale on the appeal of a free trid 
offer and then suggest that if tk 
trial is not accepted, the $15.00 allov- 
ance can be made. This procedure 
results in a minimum of trial range 
installed. In two former “free triad!’ 
campaigns in which approximately 7 


‘ranges were sold at retail, only om 


trial range was returned to the dealer. 
The Institute is underwriting th 
major part of any possible los 
through range wiring installed on fre 
trial offers so that the dealer wil 
have to stand only $10.00 of the wiritg 
cost in case a trial range is retumed 
The Institute is also paying up % 
$12.50 of the trade-in allowance offerel 
by its retail members. 

The special offers during the cat 
paign are being publicized by 40,0) 
inserts in Power Company bills a 
by counter cards furnished by the I 
stitute to retail members. During t 
campaign period, the Institute will fe 
ture these offers on its display floos 
and will maintain a complete exhib 
of several models of ranges of @ 
manufacturer represented in the te 
tory. While no merchandise is for 
sale by the Power Company nor from 
the Institute’s display floors, hundred: 
of prospects visit the exhibit in ord 
to determine which range best s® 
their needs. 
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The Selling Hall of Fame 
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Mo., has scored as a GE Topper for 
the last four years. What is more, 
he has made his distributor’s quota 
in 10 months out of every year on 


gparate engine. That is a far cry 
from the cast-aluminum tub machine 
of today, with its compact, quiet, 
in-built, twin-cylinder engine. Sev- 


eral dealers who sold Maytags even all major appliances in the four 
before that, are still Maytag dealers, years. And in one year (1934) he 
and says Regional Manager Becker: was top salesman in the territory 


“| am proud to say that these old- served by the GE distributor, James 


timers are among my most enthusi- & Co., including Eastern Missouri 
astic dealers.” and Southern Illinois. 

“Some 95 per cent of my sales 

Quota-Maker are made through users,” he told 

a reporter. “I talk to users and 


prospects about the things they are 
interested in, and I listen to them. 
I’ve read Dale Carnegie’s book on 
making people like you, and I have 
been doing some of those things be- 
fore I had ever heard of him. 

“T pay the user $5 for any sales 
he helps me to make. When I make 
a sale, I leave a book of five self- 
addressed, business reply cards. 
There are squares in which to write a 
check mark opposite the kind of 
major appliance a family is a “good 
prospect for.” 

The users will detail facts which 
are of value in approaching a pros- 
pect. Here is an example: “He is a 
railroad engineer. Comes in during 
the evening but is tired. See him in 
the morning. He is fond of having 
cold bottled beer on tap.” 





MAURICE ROTHSCHILD 
AURICE (“Baron”) ROTHS- 


of the 
Maplewood, 


CHILD, part owner 


Age Appliance Co., 








without disturbing the others—without 
fuss, bother, or waste. 

So, to influence a favorable verdict in 

favor of your refrigerator, have your 
salesmen demonstrate conclusively— 
and quickly—how the Magic Finish 
Presto Tray with Rubber Grid gives all 
the advantages of a fast-freezing metal 
~~, plus all the conveniences of a rubber 
grid. 
If you have not already done so—be 
sure and insist that your new refriger- 
ators come factory-equipped with Magic 
Finish Presto Ice Trays. 


INLAND MANUFACTURING DIVISION 
General Motors Corporation Dayton, Ohio 


It's the unanimous verdict of refriger- 
ator users that the greatest need for ice 
cubes is on those frequent occasions 
when one, two, or three persons want 
afew ice cubes in a hurry. 

And it’s the unanimous verdict of 

testo Tray users that only Presto Tray 
with rubber grid gives one or a dozen 
cubes instantly, full-sized, cold and dry, 


WHEN A FEW ICE CUBES ARE PLENTY_ DONT RAID A TRAYFUL_USE 
itt, 
Yt? 


“it 
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KITCHEN VENTILATION 










Adjustable 
for 
windows 


24” to 37” 


10” quiet type fan with aluminum blades . . . capacity 600 cubic feet 
of air per minute . . . weather-tight shutters , . . motor switch operates 
by a pull cord . . . steel frame French gray finish. This is a vent fan 


that costs little to operate . . . practical and efficient. List price 
$18.50. Write for complete information. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 
Offices in all principal cities 


AY 
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CONTROL 
OF 
ELECTRIC 
COOKING 

co 


se WITH 


@ “That’s it!” will say thousands of gift-hunting hus- 
bands when they see this handsome... time-saving 
EVERHOT Electric Cooking Chest. The Timer-Clock 
gives hours of extra kitchen freedom for lucky wives 
right through the year. By automatically regulating 
the current’s “on” and “off” this Timer-Clock attach- 
ment (retailing at only $5.95) provides for “absentee 
control” of cooking with the assurance of returning to 
a perfectly cooked meal. The clock may be used with 
all EVERHOT appliances, also with coffee makers, 
fans, sun lamps, radios, lights, etc. 

Any wife or mother will be delighted with the EVER- 
HOT Roaster Cooker’s 40 quality features. Write to- 
day for 5-color catalog and complete information in- 
cluding the name of your EVERHOT jobber. 


THE SWARTZBAUGH MFG. CO. + TOLEDO, OHIO 












EVERHOT OVAL AUTOMATIC 
ROASTER COOKER 


Sa 
aL > 


EVERHOT ROASTERETTE 





_—_— 








Prices start at $6.50. 
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Parts, 


UNDISPLAYED . RATE: 
$1.00 per line per insertion. Minimum 
charge $4.00. (First line in small black 
face type.) Fractions of a line count 
as a line. Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions of undisplayed ads. 





SERVICES 
AND Accessories 


DISPLAYED RATE: 

1 inch $12.00; 4 inches $11.50 per in.; 8 
inches $11.00 per in.; 12 inches $10.50 
per inch. (An advertising inch is 
measured vertically on one column. 
There are 4 columns—48 inches to a 
page.) 














. they said 


It Couldn’t Be Done! 


BAGS—Finest quality ........... @$ .29 
BRUSH REBRISTLING ... -2 39 
ARMATURE REWINDING ........ 99 


100 Carbon brushes in metal hopper 1.39 
Attachment sets—5 pc., less coupling 1.98 


We Never Sacrifice Quality 
to Meet Price 


CHICAGO APPLIANCE CO. 
812-14 N. Wells St., CHICAGO, ILL. 
“AMERICA’S LARGEST” 





PROFIT or LOSS? 


’ 
DON T GUESS! provide adequate in- 


formation for new tax and report forms 
now required. 

Our expert, long experienced in Appliance 
and Radio business has provided for you a 
simple, complete bookkeeping system. 
Appliance and Radio dealers everywhere 
can now have as good a system as the 
manufacturers who supply them. 

Write for information today! 

Have your bookkeeping expert check over 
this easy working plan. 

Complete manual of instructions with each 


set of records. 
Know where you stand. Write today! 


THE KNAPHURST COMPANY 
501 South Jefferson St., Chicago, Illinois 








SEARCHLIGHT SECTION. 


“OPPORTUNITIES"—SALES EMPLOYMENT—BUSINESS—MERCHANDISE 
RATE: 15 CENTS A WORD, UNDISPLAYED. SEE LAST ISSUE FOR DETAILS. 


























PADS, COVERS AND BAGS 




















All Types 
Electric mangle pads and covers. Washing machine 
covers, electric heating pads, vacuum cleaner bags— 
all types. Ohio Textile Specialty Co., W. 54 Street, 
Cleveaind, Ohio. 








FOR ANY REPAIR PARTS 


{the ones others haven't got) 


Washers, Vacuums, 
Fiat ag 





troners, 
Largest and ly 








parts needs a. 1926. Tey 








Logan first and save yourself 


Nie Shipments. : contami. 
pat LOGAN SQUARE 


APPLIANCE SHOP 
2610 MILWAUKEE AVE. 
CHICAGO, ILL. 








NEW ADS 





and changes of copy must be received by the 
25th of the month to appear in the issue out 
the following month. 





“KEEP IT RUNNING” 


Satisfactory operation is a real contribution to 
customer satisfaction. ‘Keep it running’ and 
she'll come back. It’s the repeat sales that count. 

Parts, Services and Accessories can play an 
important part in building your business. It can 
keep you posted on where to obtain your require- 
ments in keeping your customers’ appliances in 
good running order. 


























THIS ITEM BEATS 
ALL RECORDS ON 
SPEED o TURNOVER! 






Tilting 
Dome 
Feature 


$25 





No. 711 — Bronze 


Finish 
(Made in Philadelphia) 


THE “GOOD-LIGHT” Lamp. Tilt- 
dome desk or student lamp—rugged 
and sturdy—no-glare diffused light. 
No. 711—Bronze Finish 154 2 High $1.25 
No. 600—Bronze Plated 18” Hig 3.50 
No. 601—Floor Lamp Plated 54” 

E Asnneees 4.75 
No. 602—Bridge aap Plated ee 

High ... 7.50 

Net F.O.B. Philadelphia 

These lamps are quality — easily 
worth twice their price. Designed 
to approved standards. They will 
put you in line for a major share 
of the lamp sales. Don’t delay these 
extra profits. Write, wire or phone 
your order. 


Joseph L. Shoemaker Co., Inc. 
Lamp Division 

926 Arch St. Philadelphia, Pa. 
Established 1884 
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New York City. 





AN OPENING FOR A TOP-FLIGHT 
ELECTRIC RANGE ENGINEER 


A well known manufacturing concern, with es- 
tablished national distribution and strong posi- 
tion in the major appliance field, has a place for 
an experienced engineer to take charge of the 
designing and engineering of electric ranges. 


This is a permanent connection for a top-flight 
man with practical experience in design and en- 
gineering who can take responsibility and exer- 
cise initiative. The salary will be in generous 
proportion to the ability previously demonstrated 
and the results achieved in the new position. 


All correspondence will be treated in strict con- 
fidence. Reply to Box L 2, New York Times, 








POSITION WANTED 





SALESMAN (bank references) married, 
seeks contact with manufacturer desiring 
metropolitan New York representation. 


Fifteen years experience in wholesale and 
retail selling of every variety of electrical 
appliances, including refrigerators, washing 
machines, ironers, etc. Also experienced in 
contacting dealers and building up sales 


organizations. Salary and commission. 
PW-519, Electrical Merchandising, 330 W. 
42nd St., New York, N. Y. 








SALESMEN WANTED 





MANUFACTURERS AND DISTRIBUTORS 

wanted to exploit exclusive double-deck 
waffie iron. Unusual merit and sales appeal. 
Clarence Boyd, 411 Commerce Blidg., St. 
Paul, Minn. 








REPRESENTATIVE AVAILABLE 





OLD ESTABLISHED WELL-RATED FIRM 

with excellent storage and trucking facili- 
ties is seeking lines for distribution through 
department, furniture and electrical appli- 
ance stores in New York Metropolitan Dis- 
trict and Northern New Jersey. Will only 
consider legitimate jobbing propositions. 
Replies treated confidential. RA-518, Elec- 
trical Merchandising, 330 W. 42nd St., New 
York, N. Y. 








FOR SALE 





TRAILER FOR SALE—Reo Coupe Detroit 

Aero Trailer. Forty-two feet overall. First 
class running condition. Built for household 
appliance merchandising. Bargain price. 
Rackliffe Bros. Co., Inc., 250 Park Street, 
New Britain, Conn. 





SALESMEN 
WANTED 


Manufacturer rated AAAl and the 
leader in its industry, is interested 
in successful salesmen. Men wanted 
are well connected in their terri 
tories; they are successful and mak- 
ing money, either direct or through 
distributors in the hardware, furni- 
ture or appliance fields; they are 
ambitious for more business and 
more income; they are in position 
to give time and attention to a prop 
osition having representation and 
money making possibilities. Letters 
must give complete information rel- 
ative to experience, connections and 
territory covered. Assignments will 
be made prior to January Ist. 
SW-517, Electrical Merchandising, 

520 No. Michigan Ave., Chicago, Ill. 























WANTED 


DESK FANS 
110 and 200 Volts D.C. 
ARNESSEN ELECTRIC CoO. 














13 Water Street New York, N. Y. 


REMOVAL SALE 


Dealer or Rebui 


Mr. Ider: 
tunity UP! Take advantage of this oppor 
DUST PROOF BAGS Only 20c F.0.B. FAC- 
TORY ONE HUNDRED OR ONE THOUSAND 
While our stock will last! 
UNIVERSAL SALES SYNDICATE 
148 Perry St. 
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We Combine 
the Magic of 
Electricity 
Plua 
the Utility of 
Steam/ 
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with this marvelous 

S TEEM-Electric Iron. 
Overwhelming public ac- 
ceptance PROVES its merits. 
our customers will be asking for 
-Electric Irons. Have them 

* hand—it means additional 
nd substantial PROFITS for you! 


APPROVED by the UNDERWRITERS LABORATORIES, 
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14 OUTSTANDING 


FEATURES:— 


®@ No Sprinkling or Rolling 


@No More Mildewed 
Clothes 


@ No Burning or Scorching 

@ No Press Cloths 

@ No Constant Lifting 

®@ Safe to Fine Fabrics 

® Safe to Synthetic Fabrics 

® Safe to Heavy Woolens 
@ Rejuvenates Pile Fabrics 
®@ Blocks Felts—Knitted Wear 
© Sterilizes As It Irons 
®@ Weight 6 Pounds 
®@ Operates on A.C. or D.C. 
@ Fully Guaranteed 


Inc. 


St A aT 
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The Span of Life 
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The Puget Sound Power and Light 
Company selected three impartial 
judges for each district, who were per- 
sons not connected with the electric 
industry. After contest entries had 
been sorted and arranged, they were 
turned over to these judges for selec- 
tion of the 82 winners in each dis- 
trict, and the first prize winners in 
each district were then judged for the 
three grand prizes. 

Winners’ awards were made in the 
form of electrical merchandise certi- 
ficates over the signature of the Puget 
Sound Power and Light Company. 
Awards could then be taken to any co- 
operating dealer and be used for pur- 
chase or part payment on electrical 
merchandise from a participating line. 
This method proved to be workable, 
and offered the dealers receiving the 
certificates a fine opportunity to sell up 
above the face value of the certifi- 
cates presented. 

As another immediate sales benefit 
of the program, provisions were made 
on the entry blanks for the names 
of the originating electrical appliance 
dealers, making possible the return 
of the used entry blanks to respec- 
tive dealers as live sales prospects. 





LEGAL NOTICE 








STATEMENT OF THE OWNERSHIP, MANAGEMENT, 
CIRCULATION. ETC.. REQUIRED BY THE 
ACTS OF CONGRESS OF AUGUST 24. 

1912, AND MARCH 3, 1933 
Of Electrical Merchandising, published ‘monthly at 
Albany, N. Y., for October 1, 1938. 

State of New York ? 
County of New York { 


Before me, a Notary Public in and for the State and 
dD. Cc. M 


. sworn according to law. deposes 
and says that he is the Secretary of the McGraw-Hill 
Publishing Company, Inc., publishers of Electrical Mer- 
chandising, and that the following is, to the best of 
his knowledge and belief, a true statement of the owner- 
ship, management (and if a daily paper, the circula- 
, etc,, of the aforesaid publication for the date 
shown in the above caption, required by the Act of 
August 24, 1912, as amended by the Act of March 3, 
1933, embodied in section 537, Postal Laws and Regula- 
tions. printed on the reverse of this form, to wit: 
at the names and addresses of the publisher, 
editor, managing editor, and business managers are: 
Ce. McGraw-Hill Publishing Company, Inc., 330 
Street, N. Y. C. Editor, L. E. Moffatt. 330 
s ¥. C. Managing Editor, Laurence 
Wray, 330 wie 42nd_ Street, Y. C. Business Man- 
ager, Mateer, 330 West Niond Street. N. Y. C. 
2. That ; ® owner is: (If owned by a corporation, its 
name and address must be stated and also immediately 
thereunder the names and addresses of stockholders own- 
ing or holding one per cent or more of total amount of 
stock. If not owned by a corporation, the names and 
addresses of the individual owners must be given. If 
owned by a firm, company, or other unincorporated con- 
cern, its mame and address, as well as those of each 
ineiviinat member, must _be gee), McGraw-Hill Pub- 
lishing Company, Inc., 330 West 42nd St., N. 
Rockntters of which, are: —— H. McGraw, 330 West 
42nd § N. Y. Jam H. McGraw. Jr., 330 
wes dona St... N.Y. C James H. McGraw. James H. 
McGraw, Jr., and Curtis W. McGraw, Trustees for: 
Harold W. McGraw, James H. McGraw. Jr.. Donald C. 
MeGraw, Curtis W. McGraw; Curtis W. McGraw, 330 
West a4 St.. N. tt C. Donald C. McGraw, 330 West 


d 8 % - Anne Hugus Britton, 330 West 42nd 
“y.’C. Mildred W. 2} raw. Madison, N. J. 
Grace ww. Mehren, 33 West Grand Ave., Chicago, Ill. 


J. Malcolm Muir and Guaranty Trust Co. of New York. 
Trustees for Lida Kelly Muir, 524 Fifth Avenue, N. Y. C. 
F. S. Weatherby, 271 Clinton Road, Brookline, Mass. 
a =. Wilsey, Madison, N. J. 

That the known bondholders, mortgagees, and other 
ome holders owning or holding 1 per cent or more of 
total amount of bonds, mortgages, or other securities 
are: (If there are none, so state.) None. 

4. That the two paragraphs next above, 
names of the owners, stockholders, and security holders. 
if any, contain not only the list of stockholders and 
security holders as they appear upon the books of the 
company but also, in cases where the stockholder or 
security holder appears upon the books of the company 
as trustee or in any other fiduciary relation, the name of 
the person or corporation for whom such trustee is act- 
ing, is given; also that the said two paragraphs contain 
Statements embracing affiant’s full knowledge and belief 
as to the circumstances and conditions under which 
stockholders and security holders who do not appear 
upon the books of the company as trustees. hold stock 
and securities in a capacity other than that of a bona 
fide owner; and this affiant has no reason to believe 
that any other person, association, or ceveretion has 
any interest direct or indirect in the said stock, bonds, 
or other securities than as so stated by him, 

5. That the average number of copies of each issue of 
this publication sold or distributed, through the mails 
or otherwise, to paid subscribers during the twelve 
months preceding the date shown above is. (This infor- 
mation is required from daily by only.) 

D. AW. Secretary. 

McGRAW-HILL PUBLISHING. COMPAN ‘YY. INC. 
Sworn to ona subscribed before me this 26th day of 


September, 193 
[sEaL] H. E. BEIRNE, 
Clk’s No, 84. N. Y. 


Notary Public, Nassau County. 
. 0-B-s 
(My commission expires March 30, 1940) 
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They’ve discovered 


CHROMALOX 


the Super-Speed 
UNITS that are 


selling ranges 


“they give the 


rig “J cooking area 
a any utensil” 


Housewives everywhere who have 
Chromalox-equipped ranges, are sell- 
ing electric cooking for you. —— 
their efforts, and get back of the 
Modern Kitchen Bureau’s big “Dis- 
covery Campaign” by offering ranges 
that provide all the advantages of 
modern electric cooking — ranges 
equipped with Chromalox Super- 
Speed Units. Discover for yourself 
why these units sell ranges— 


Get the CHROMALOX 
SALES 
PLAN 
BOOK-— 
Use the 
coupon 





Mail with your business letterhead 


EDWIN L. WIEGAND CO. 
7525 Thomas Blvd., Pittsburgh, Pa. 


Send me the ""CHROMALOX PLAN" book. 
SS ae ana cusaoksnin@animebakeaeks oil a 


Position 
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LETTERS 


Washing Machines vs. 
Laundries 


To the Editor :— 

In behalf of the Domestic Washing 
Machine Industry, of which I have 
played an active part for the past 20 
years, I am deeply concerned in the 
reaction of the A. W. M. M. A. to 
Nation-spread challenge 
of our wherein a bomb 
is exploded in open challenge 
against all makes of Home washers, 
and the comparative results of Com- 
Laundries. $500 here, and 
$1,000 there, offered Blind and hope- 


the already 
adversaries, 
their 


mercial 


less Mr. Public if and when he can 
prove the Domestic method superior. 
[I said, Blind and Hopeless, and 


mean just that, referring of course, to 
the innocent 
Advertising 
lenge do we 
None. 
ponder 
enterprises, retail, 
Manufacturing, while the Commercial 
Laundries are fervent with Fever. 
What shall be our Salvation? 

Alas, there is a solution: 

1—Let us get down to Facts, accept 
the challenge to make known its re- 
quirements and full details. 

2—Publish same, Nationally; in 
order that our associated salesmen, 
wholesale and retail are thoroughly 
conversant with its offslant require- 
ments. 

3—Issue a Counter-challenge. 

a—l100% Home 


Dramatized 
Yet. what Counter-chal- 
offer as an industry? 
So what. We still sit back and 
over our Dwingling 
Wholesale and 


victims of 





slow ly 


washing vs. 


50% Commercial, plus 50% 
Manual. 

b—Individual vs. Multiple wash- 
ing. 

c—Chemical analysis - Home 


Commercial. 
d—Wear, tear and replacement 
of washables, 
e—Infants washables, Home 
method vs. Commercial. 
f—Lifetime (weekly) indebted- 
ness vs. Progressive economy, 
g—Sunlight dried washables vs. 
Dungeon dried. 
h—And a host of others. 
This can only be accomplished thru 
i National concerted program, pivoted 
ibout A. W. M. M 


tive wholesale and 


method vs 


competitively. 


A. and its respec- 
retail functions. 
They should no longer sit back and 
LET GEORGE DO IT. Its time for 
action, and action, TODAY, 


before a mul!titude of retail salesmen 


serious 


leave the fold, thru attractive and 
more lucrative fields of selling, and 
WHY NOT 

The writers personal opinion is, 


that the Laundries hold and rightfully 
deserve an Industrial position, but un- 
fortunately, that belief is not mutual, 
and there’s room for both of us. Are 
we an Industry to tolerate such for- 


bearance??? Answer—No, Never, but 


we do lack intestinal fortitude from 
the top down. 
In brief, in the writers opinion, 
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such a challenge is absurd, because of 
uncommon circumstances, for exam- 
ple; Match Don Budge vs. Lou Geh- 
rig, and the public again asks Where, 
Why and at What. Just so rightfully 
are we Champions in our own field of 
endeavor. Pride Goeth before a fall, 
so lets stand flatfooted, defiant to un- 
couth competitive tactics, and a sure 
Victory (No less a tie) of Self-pres- 
ervation and Industrial restoration, 
Yours, 
To all concerned, 
Ernest LANE 
Paterson, N. J. 


A 


Article Suggests Some Ironer 
Selling Hints 


To the Editor 

3y chance I read the article “A 
Guinea Pig for the Ironer Business”. 

[ can see the salesman’s views in 
the fact that there is something 
wrong with selling ironers. 

Here are a few pointers that might 
help. 

1. Ask the purchaser to take a 
little extra time the first month. 

Don’t rush it, remember an ironer 
is just as hard to learn as to drive a 
car would be at the present time. 

2. Do not dampen the clothes too 
wet. An ironer is not a dryer. 

3. Have family wear simple gar- 
ments while learning. 

4. Never start out trying to iron 
white shirts. Try the colored ones— 
they iron easy and don’t show 
wrinkles as badly. 

5. Ask purchaser to forget her hand 
iron for the first month. 

6. An expert demonstrator will dis- 
courage the buyer. Some friend or 
other person who can point out a few 
simple rules are best to demonstrate. 

I’ve had an Easy table ironer since 
1929. A friend pointed out a few 
simple things. Such as, iron sleeves, 
cuffs last, then yoke, left front, right, 
front, back and collar. By so doing 
nothing is mussed and half back is 
ironed before you come ‘to it. 

7. I wish to speak of upkeep. I’ve 
paid out 11 cents in 10 years. 

[ hope some day to have a new 
controlled heat ironer, one where the 
shoe can be heated in sections. An 
ironer on rollers. 

Such things should save labor and 
keep ones skill. 

The best ironers on ironers I know 
had only some dub like myself to 
help them start. 

Thanking you, 
Mrs. Hazev P. FLETCHER, 
Belding, Mich. 


P.S. I believe that an ironer should 
be allowed the same cost per kw.hr. 
as a stove or water heater. All light 
and power companies could give a 
special rate to users of ironers. 


H. P. F. 
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By L. E. Moffatt. 


Three Nickels a Day By Laurence Wray. 


A new approach to selling water heaters, refrigerators and roasters 
to low income families comes out of Central Hudson's experience 


Cooking Comparisons 


By John S. Bartlett. 





No. 5 


H. W. MATEER 


ANNA A. NOONE, Home Appliance Editor 
MARGUERITE COOK, Market Analyst 


They're starting a $25,000 electric range campaign in Washington 


and its 


Details of the tests are printed herewith. 


The Span of Life 


By Clotilde Grunsky.... 


based on comparative tests of gas and electric cookery. 


Puget Sound Power & Light found that the health-giving proper- 
t'es of most electrical appliances made a swell public relations story 


What an Electric Home Can Be 


Frank Hansen's House in Los Angeles is said to be one of the most 
completely electrified homes in the country. Here are the pictures. 


All-Negro Store is Houston Idea . 


The Facts on Home Laundry Savings 


A School of Living bulletin presents the case for home laundry 


Range Service Costs—I1! Cents. 


One housing development's experience with range service costs 


Cleaner Men Meet 


22 


25 


29 


A pictorial and news summary of the Vacuum Cleaner Manufact- 
urers meeting 


Whiskers! 


By Tom F. Blackburn............ 


One dealer's experience with electric shavers 


Christmas Naturals 


By Gerald E. Stedman. 


30 


34 


Four rules for the salesman to follow to help get Xmas business 


The Selling Hall of Fame .. 


The Product Parade 
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PRESTIGE 


r° determine the amount of prestige held by 
“= any product multiply the achievements of its 
maker by the number of users and potential buyers 
who know what those achievements are. For fifty- 
six years the name ““LOVELL” has been a household 
word. To millions of women “LOVELL” means 
the simplest and most efficient 
method ever provided for the 
thorough extraction of water, 
dirt, soap, and lint from 
washed garments. Therefore, 
any washer equipped with 
a Lovell Wringer has greater 


OVELL extends you an invitation to visit 
the interesting display that Lovell 
will have at the First National Washer 
and Ironer Exhibit at the Stevens Hotel, 
Chicago, Illinois, January 8 to 14, 1939. 


LOVELL MANUFACTURING CO., ERIE, PA. 


consumer appeal. This fact is proved by the millions 
of Lovell equipped washers now in use and by the 
hundreds of thousands that are sold each year. 


1. Unexcelled manufacturing facilities. 2. Advertising in trade 
journals keeps dealers posted on product development and new 
sales helps. 3. National advertising widens public acceptance 
for washers equipped with Lovell wringers. 4. Modern equip- 
ment to build every part of wringer 
including rolls. 5. Pioneered wringer 
development fifty-six years ago. 
6. Modern engineering methods keep 
Lovell design in step with washer 
development. 7. Continuous testing 
of product to insure highest quality. 
8. Lovell wringers approved by 
leading product-testing laboratories. 











“Most profitable washer franchié¢ 
in the world, SAY MAYTAG DEALERS 


ad it’s proved by more than 3,000,000 sales! 


WATCH A MAYTAG DEMONSTRATION to 
know why it sells. When prospects see how 
Maytag’s exclusive features can help them, 
we don’t need many adjectives. 


PEOPLE DON'T BUY WASHERS—they buy a 
means to save work and money. Maytag 
makes it easy for us to prove to husbands as 
well as wives that it is a wise investment. 





i 


IT’S A BUSINESS we are proud of —the best. 
known washer name is on our window— 
the strongest advertising campaign in the 
industry attracts prospects to our door. With 
Maytag there are more chances for sales! 


f 


“ 





sTE’ 

— 

OWNERS ARE MAYTAG'S BEST SALESMEN. NOT ONLY DOES MAYTAG WASH so care- MORE LEISURE FOR MAYTAG OWNERS— “Vm money ahead with my Maytag!’ Tho! a 
Let one woman see another do a big washing fully that owners proudly claim savings in less work — shorter washing hours—and the hat M hat’ hy May 

quickly in her Maytag—and some Maytag washing wear—it does it year after year with washing done better than ever. Does that what Maytag owners say — that's why Ma x 

salesman has a brand new “hot” prospect. new-life efficiency and a minimum of repair. appeal to women .. . look at Maytag’s sales! tag owners are business Tale) for you : 

A GOOD DEALER plus Maytag is an Bur 

Maytag Ironers open ME, 

a big and profitable HATIC 

“plus” market for all unbeatable team... for Maytag URNA 


Maytag dealers. 


means business! Its products, ad: 


4 
=e vertising and leadership momen 
tum can mean business and better 
There’s a Maytag washer for every ™ e ° Vf 
prospect. Low-priced round tub mod- | «\ profits for you. Look into if now. 
els are popular values in all markets. 
$ 





